Trademark Trial and Appeal Board Electronic Filing System. http://estta.uspto.gov

ESTTA Tracking number: ESTTA224062

Filing date: 07/14/2008

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

Notice of Opposition

Notice is hereby given that the following party opposes registration of the indicated application.

Opposer Information

Name Apple Inc.

Granted to Date 07/13/2008

of previous

extension

Address 1 Infinite Loop
Cupertino, CA 95014
UNITED STATES

Attorney Joseph Petersen

information Kilpatrick Stockton LLP

31 W 52nd Street, 14th Floor

New York, NY 10019

UNITED STATES

JPeterse@kilpatrickstockton.com, scoates@Kkilpatrickstockton.com,
Agarcia@Kkilpatrickstockton.com Phone:212-775-8700

Applicant Information

Application No 79043006 Publication date 01/15/2008
Opposition Filing 07/14/2008 Opposition 07/13/2008
Date Period Ends

International 0935469 International 04/11/2007
Registration No. Registration Date

Applicant TOUCH FOOD, S.L.

Calle Lope G&oacute;mez de Marzoa (FEUGA) s/n - Of. 12; E-15706
SANTIAGO DE COMPOSTELA

SPAIN

Goods/Services Affected by Opposition

Class 009.

All goods and services in the class are opposed, namely: Scientific, nautical, surveying,
photographic, cinematographic, optical, weighing, measuring, signalling, monitoring, emergency life-
saving and teaching apparatus and instruments, hamely, sensing and signaling devices for
measurement and quality control of materials processing by laser; digital signal processors;
apparatus for conducting, switching, transforming, accumulating, regulating and controlling electricity,
namely, electricity adaptors and conduits, electric current switches; apparatus for recording,
transmitting, reproducing sounds or images; blank magnetic data carriers; sound recording disks
featuring music; automatic vending machines and mechanisms for coin-operated apparatus sold as a
unit; cash registers, calculating machines, data processing equipment and computers; touch panels,
cash register terminals, sales point computer terminals

Grounds for Opposition
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Priority and likelihood of confusion

Trademark Act section 2(d)

Dilution

Trademark Act section 43(c)

Marks Cited by Opposer as Basis for Opposition

U.S. Registration | 1078312 Application Date 03/25/1977

No.

Registration Date | 11/29/1977 Foreign Priority NONE
Date

Word Mark APPLE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use: 1976/04/00 First Use In Commerce: 1976/04/00

COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration | 1114431 Application Date 03/20/1978

No.

Registration Date | 03/06/1979 Foreign Priority NONE
Date

Word Mark NONE

Design Mark

Description of
Mark

THE MARK CONSISTS OF A SILHOUETTE OF AN APPLE WITH A BITE
REMOVED.

Goods/Services

Class 009. First use: First Use: 1977/01/00 First Use In Commerce: 1977/01/00

COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration | 2715578 Application Date 07/01/2002

No.

Registration Date | 05/13/2003 Foreign Priority NONE
Date

Word Mark NONE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use: 1977/01/01 First Use In Commerce: 1977/01/01

Computers hardware; computer hardware, namely, server, desktop, laptop,
notebook and subnotebook computers; hand held and mobile computers;
computer terminals and monitors; personal digital assistants; portable digital
audio players; electronic organizers; computer keyboards, cables, modems;
audio speakers; computer video control devices, namely, computer mice,
trackballs, joysticks and gamepads; a full line of computer software for business,
home, education, and developer use; computer programs for personal
information management; database management software; character
recognition software; telephony management software; electronic mail and
messaging software; telecommunications software, namely for paging; database
synchronization software; computer programs for accessing, browsing and
searching online databases; operating system software; application
development tool programs; blank computer storage media; fonts, typefaces,
type designs and symbols recorded on magnetic media; computer software for
use in providing multiple user access to a global computer information network




for searching, retrieving, transferring, manipulating and disseminating a wide
range of information; computer software for use as a programming interface;
computer software for use in network server sharing; local and wide area
networking software; computer software for matching, correction, and
reproduction of color; computer software for use in digital video and audio
editing; computer software for use in enhancing text and graphics; computer
software for use in font justification and font quality; computer software for use to
navigate and search a global computer information network, as well as to
organize and summarize the information retrieved; computer software for use in
word processing and database management; word processing software
incorporating text, spreadsheets, still and moving images, sounds and clip art;
computer software for use in authoring, downloading, transmitting, receiving,
editing, extracting, encoding, decoding, playing, storing and organizing audio,
video, still images and other digital data; computer software for analyzing and
troubleshooting other computer software; children's educational software;
computer game software; Computer graphics software; Computer search engine
software; Web site development software; computer program which provides
remote viewing, remote control, communications and software distribution within
personal computer systems and across computer network; computer programs
for file maintenance and data recovery; computer peripherals; instructional

manuals packaged in association with the above

U.S. Registration | 2034964 Application Date 06/26/1995

No.

Registration Date | 02/04/1997 Foreign Priority NONE
Date

Word Mark APPLE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use: 1968/08/00 First Use In Commerce: 1968/08/00

gramophone records featuring music; pre-recorded audio tape cassettes
featuring music; audio compact discs featuring music; pre-recorded video tape
cassettes featuring music; [ video laser discs featuring music ]

U.S. Registration | 2036537 Application Date 06/26/1995

No.

Registration Date | 02/11/1997 Foreign Priority NONE
Date

Word Mark NONE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use:

featuring music

1968/08/00 First Use In Commerce: 1968/08/00
gramophone records featuring music; pre-recorded audio compact discs

U.S. Registration | 2041653 Application Date 06/26/1995

No.

Registration Date | 03/04/1997 Foreign Priority NONE
Date

Word Mark NONE

Design Mark




Description of
Mark

NONE

Goods/Services

Class 009. First use: First Use: 1968/08/00 First Use In Commerce: 1968/08/00

gramophone records featuring music; pre-recorded audio tape cassettes
featuring music; audio compact discs featuring music; pre-recorded video tape
cassettes featuring music; [ video laser discs featuring music ]

U.S. Registration | 3200354 Application Date 06/04/2004

No.

Registration Date | 01/23/2007 Foreign Priority NONE
Date

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of an artistic rendering of a half apple.

Goods/Services

Class 009. First use:

Musical sound recordings; sound recordings featuring entertainment, music,
musicians, documentaries, biographies, interviews, performances, reviews,
historical narratives, drama and fiction; musical video recordings; musical
cinematographic films; video records and cinematographic films featuring
entertainment, music, musicians, caricatures, cartoons, animation, television
programs, documentaries, film excerpts, biographies, interviews, performances,
reviews, historical narratives, drama and fiction; sound recordings, video
records, cinematographic films, namely, television programs, motion pictures,
audio visual records and audio video film footage for television and other
transmission; audio and visual recordings featuring or relating to music,
entertainment and films; pre-recorded compact discs, audio tapes, gramophone
records, video tapes, video discs, DVDs, CD-ROMs and interactive compact
discs, all featuring or relating to music and films; digitally recorded sound and
video records featuring music, entertainment and cinematographic films;
downloadable musical sound and video records; downloadable sound and video
records featuring or relating to music, entertainment and films

U.S. Registration | 3221275 Application Date 06/04/2004

No.

Registration Date | 03/27/2007 Foreign Priority NONE
Date

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of an artistic rendering of an apple.

Goods/Services

Class 009. First use:

Musical sound recordings; sound recordings featuring entertainment, music,
musicians, documentaries, biographies, interviews, performances, reviews,
historical narratives, drama and fiction; musical video recordings; musical
cinematographic films; video records and cinematographic films featuring
entertainment, music, musicians, caricatures, cartoons, animation, television
programs, documentaries, film excerpts, biographies, interviews, performances,
reviews, historical narratives, drama and fiction; sound recordings, video
records, cinematographic films, namely, television programs, motion pictures,
audio visual records and audio video film footage for television and other
transmission; audio and visual recordings featuring or relating to music,
entertainment and films; pre-recorded compact discs, audio tapes, gramophone
records, video tapes, video discs, DVDs, CD-ROMs and interactive compact




discs, all featuring or relating to music and films; digitally recorded sound and
video records featuring music, entertainment and cinematographic films;
downloadable musical sound and video records; downloadable sound and video
records featuring or relating to music, entertainment and films

U.S. Registration | 3317089 Application Date 06/04/2004

No.

Registration Date | 10/23/2007 Foreign Priority NONE
Date

Word Mark APPLE

Design Mark

Description of NONE

Mark

Goods/Services Class 009. First use:

Musical sound records; sound records featuring entertainment; sound records
featuring music, musicians, documentaries, biographies, interviews,
performances, reviews, drama and fiction; musical video records; video records
featuring entertainment; video records featuring music, musicians, caricatures,
cartoons, animation, documentaries, biographies, interviews, performances,
reviews, drama and fiction; cinematographic films; musical sound recordings;
musical video recordings; audio and visual recordings featuring or relating to
music, entertainment and films; pre-recorded compact discs, audio tapes,
gramophone records, video tapes, video discs, DVDs, CD-ROMs and interactive
compact discs, all featuring or relating to music and films; digitally recorded
sound and video records; downloadable musical sound and video records;
downloadable sound and video records featuring or relating to music,
entertainment and films
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The undersigned hereby certifies that a copy of this paper has been served upon all parties, at their address
record by First Class Mail on this date.

Signature /JOSEPH PETERSEN/
Name Joseph Petersen
Date 07/14/2008




IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the Matter of Application Serial No. 79/043,006

O

teuchfood

For the mark: opuria sono, oponto. ol coroaon
Filed: April 11, 2007
Published: January 15, 2008

X
APPLE INC., :
Opposition No.
Opposer,
NOTICE OF OPPOSITION
V.
TOUCHFOOD, S.L.,
Applicant. :
X

APPLE INC. (“Opposer”), a corporation organized and existing under the laws of
California with a principal place of business at 1 Infinite Loop, Cupertino, California 95014,
believes that it will be damaged by the issuance of a registration for the trademark shown in
Application Serial No. 79/043,006 and hereby opposes same.

As grounds for its opposition, Opposer alleges as follows, with knowledge concerning its
own acts, and on information and belief as to all other matters:

1. Opposer is the world-famous technology company, and Opposer’s APPLE brand
is one of the best known brands in the world. Opposer designs, manufactures and/or markets in
interstate and international commerce, among other things, computers, computer software, iPod

mobile media players and computers, iPhone mobile phones, iTunes media player software,



iTunes Store internet-based media retail and audio and visual content-delivery services, online
retail store services and a broad range of other goods and services.

2. Since at least as early as 1977, Opposer has extensively promoted, marketed,
advertised, distributed and sold goods and services in connection with a family of trademarks
consisting, in whole or in part, of the word APPLE and a visual equivalent of the word, to wit a

logo depicting a stylized apple, as shown below:

’

(the “Apple Logo™).

3. Opposer’s family of APPLE-based word marks and its Apple Logo (collectively,
the “APPLE Marks”) have achieved an extraordinary level of fame and consumer recognition.
As a result of Opposer’s extensive advertising, promotion and use of its APPLE Marks in
connection with a variety of goods and services, Opposer’s APPLE Marks have acquired
enormous goodwill, and have come to be immediately identified with Opposer as the source of
goods and services.

4. The APPLE Marks are famous under the Lanham Act, specifically 15 U.S.C. §
1125 et seq., and are among the most valuable trademarks in the world. The extraordinary level
of fame and consumer recognition that the APPLE Marks currently enjoy cannot be seriously
disputed.

5. For many years, Apple’s APPLE brand (including the Apple Logo) has
consistently been recognized as one of the top brands in the United States and throughout the

world. For example, Harris Interactive Inc., one of the world’s largest market research firms,



found Apple’s APPLE brand to be one of the 10 most recognized brands in the United States in
its 2006 and 2007 Harris Polls of “best brands,” which are based upon consumer responses.
Attached as Exhibit 1 is a printout of The Harris Poll #71, July 17, 2007 of “Best Brands.” As
another example, in the yearly surveys of Brandchannel.com (an online affiliate of Interbrand
Corporation (“Interbrand”), the leading brand assessment company), Apple’s APPLE brand has
consistently been found by the public to be one of the top two brands in the world. Attached as
Exhibit 2 are true and correct copies of representative articles from Brandchannel.com.

6. In addition, Interbrand, using different criteria than Brandchannel.com, has
consistently recognized Apple’s APPLE brand as belonging in the top 50 brands worldwide.'
Attached as Exhibit 3 are copies of the rankings of Apple’s APPLE brand, in reverse
chronological order from 2007 through 2001, as compiled by Interbrand. Interbrand has given

the APPLE brand the following rankings and U.S. dollar values over the past six years:

i. 2007: valuing the APPLE brand as the 33" most valuable brand in the entire
world, with an estimated brand worth of U.S. $11.037 billion.

ii. 2006: valuing the APPLE brand as the 39" most valuable brand in the entire
world, with an estimated brand worth of U.S. $9.130 billion.

iil. 2005: valuing the APPLE brand as the 41®" most valuable brand in the entire
world, with an estimated brand worth of U.S. $7.985 billion.

iv. 2004: valuing the APPLE brand as the 43™ most valuable brand in the entire
world, with an estimated brand worth of U.S. $6.871 billion.

v. 2003: valuing the APPLE brand as the 50" most valuable brand in the entire
world, with an estimated brand worth of U.S. $5.55 billion.

vi. 2002: valuing the APPLE brand as the 50" most valuable brand in the entire
world, with an estimated brand worth of U.S. $5.32 billion.

vii. 2001: valuing the APPLE brand as the 49th most valuable brand in the entire
world, with an estimated brand worth of U.S. $5.46 billion.

" Interbrand’s rankings depend in part on market capitalization, and therefore, to that extent, penalize Apple because
Apple’s market capitalization is smaller than many of the companies that appear in Interbrand’s rankings.
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7. Furthermore, over the past three years, Millward Brown Optimor (“MBO”), a
leading market research and brand valuation and management company, has found Apple to be
one of the top 100 brands in its annual assessment of the 100 most valuable brands in the world,
entitled “Brandz — Top 100 Brand Rankings.” Apple’s APPLE brand was ranked 29" in 2006
and 16™ in MBO’s 2007 rankings. In MBO’s 2008 rankings, Apple’s APPLE brand was
assessed as the 7™ most valuable brand in the world, with an estimated value of over US $55
billion — an increase of 123% from MBO’s 2007 assessment. Attached as Exhibit 4 are copies
of relevant pages of MBO’s rankings in reverse chronological order from 2008 through 2006.

8. Additionally, each year since 2006, Fortune Magazine has published its list of
“America’s Most Admired Companies.” Apple has featured prominently in these rankings each
year, placing 11" in 2006, and 7™ in 2007. In 2008, Apple topped the list, and was named
“America’s Most Admired Company” for the year. Attached as Exhibit 5 are true and correct
copies of printouts of Fortune Magazine’s “Most Admired Company” rankings in reverse
chronological order from 2008 through 2006.

9. Moreover, in 2006, Business Week Magazine named Apple as the world’s most
innovative company in its article on “The World’s Most Innovative Companies.” Attached as
Exhibit 6 is a true and correct printout from Business Week Magazine’s web site naming Apple
as the world’s most innovative company.

10.  Opposer is the owner of numerous United States Registrations on the Principal

Register for Opposer’s APPLE Marks, including, without limitation, the following registrations:

REG. NO. | FILING DATE/ | GOODS/SERVICES

REG. DATE

Class 9: computers and computer
APPLE 1,078,312 March 25, 1977 programs recorded on paper and tape.

Nov. 29, 1977

TRADEMARK

4



TRADEMARK

REG. NO.

FILING DATE/
REG. DATE

GOODS/SERVICES

Class 9: computers and computer

’ 1,114,431 March 20, 1978 programs recorded on paper and tape.
March 6, 1979
2,715,578 July 1,2002 Class 9: computers hardware;

May 13, 2003

computer hardware, namely, server,
desktop, laptop, notebook and
subnotebook computers; hand held
and mobile computers; computer
terminals and monitors; personal
digital assistants; portable digital
audio players; electronic organizers;
computer keyboards, cables, modems;
audio speakers; computer video
control devices, namely, computer
mice, trackballs, joysticks and
gamepads; a full line of computer
software  for  business, home,
education, and developer use;
computer programs for personal
information management; database
management  software;  character
recognition  software;  telephony
management software; electronic mail
and messaging software;
telecommunications software, namely
for paging; database synchronization
software; computer programs for
accessing, browsing and searching
online databases; operating system
softiware; application development
tool programs; blank computer
storage media; fonts, typefaces, type
designs and symbols recorded on
magnetic media; computer software
for use in providing multiple user
access to a global computer
information network for searching,
retrieving transferring, manipulating
and disseminating a wide range of
information; computer software for
use as a programming interface;
computer software for use in network
server sharing; local and wide area
networking  software;  computer
software for matching, correction, and
reproduction of color; computer
software for use in digital video and
audio editing; computer software for




REG. NO. | FILING DATE/ | GOODS/SERVICES
REG. DATE

TRADEMARK

use in enhancing text and graphics;
computer software for use in font
justification and font  quality;
computer software for use to navigate
and search a global computer
information network, as well as to
organize and  summarize the
information  retrieved;  computer
software for use in word processing
and database management, word
processing software incorporating
text, spreadsheets, still and moving
images, sounds and clip art; computer
software for use in authoring,
downloading, transmitting, receiving,
editing, extracting, encoding,
decoding, playing, storing and
organizing audio, video, still images
and other digital data; computer
software  for  analyzing  and
troubleshooting  other  computer
software;  children’s  educational
software; computer game software;
Computer graphics software;
Computer search engine software;
web site  development software;
computer program which provides
remote viewing, remote control,
communications and software
distribution within personal computer
systems and  across computer
network; computer programs for file
maintenance and data recovery,
computer peripherals; instructional
manuals packaged in association with
the above.

Copies of the above-identified registrations are annexed as Exhibit 7.

11.  The above-identified registrations are valid and in full force and effect. Indeed,
affidavits have been filed and accepted pursuant to sections 8 and 15 of the Lanham Act for
Registration Nos. 1,078,312, 1,114,431, 2,462,798, 2,424,976 and 2,684,310 rendering such
registrations incontestable.

12. Opposer is also the owner, by assignment, of numerous apple-related trademarks

and the goodwill associated therewith, and the associated trademark registrations, previously



owned by Apple Corps Limited (“Apple Corps”). Under the agreement between Apple and
Apple Corps, Apple now owns all of Apple Corps’ trademarks related to “Apple” and licenses
certain of those trademarks back to Apple Corps for Apple Corps’ use. These trademarks consist
of the word APPLE and visual equivalents of the word, to wit logos depicting apples, such as the

four shown below:

(collectively the “Apple Corps Logos™).

13, Since at least as early as 1968, Opposer, including through its predecessor Apple
Corps, has extensively promoted, marketed, advertised, distributed and sold goods and services
in connection with this family of APPLE word marks and Apple Corps Logos (collectively
“Opposer’s Apple Corps Marks™), including, without limitation, sound recordings featuring The
Beatles and James Taylor among other music legends.

14.  Opposer’s Apple Corps Marks have achieved an extraordinary level of fame and
consumer recognition. As a result of Opposer’s and/or its predecessor’s extensive advertising,
promotion and use of Opposer’s Apple Corps Marks in connection with a variety of goods and
services, including, without limitation, audio and visual recordings relating to music,
entertainment and film, musical videos, video records featuring performances, downloadable
musical sound and video recordings, and downloadable sound and video records featuring or
relating to music, entertainment and films, Opposer’s Apple Corps Marks have acquired
enormous goodwill and have come to be immediately identified with goods and services

originating from Opposer or, formerly, its predecessor.



15.  Opposer’s Apple Corps Marks are famous under the Lanham Act, specifically 15

U.S.C. §1125 et seq. The extraordinary level of fame and consumer recognition that Opposer’s

Apple Corps Marks currently enjoy cannot be seriously disputed. As a result of Opposer’s

and/or its predecessor’s extensive advertising and use of Opposer’s Apple Corps Marks,

Opposer’s Apple Corps Marks have acquired extensive goodwill and have come to be

immediately identified with goods and services originating from Opposer or its predecessor.

16.  Opposer is the owner, by assignment, of United States Registrations on the

Principal Register for Opposer’s Apple Corps Marks, including, without limitation, the following

registrations:
REG. NO. | FILING DATE/ | GOODS/SERVICES
TRADEMARK
REG. DATE
2,034,964 June 26, 1995 Class 9: gramophone records featuring
February 4, 1997 music; pre-recorded audio tape cassettes
APPLE featur%ng musif:; audio compact c!iscs
featuring music; pre-recorded video
tape cassettes featuring music
2,036,537 June 26, 1995 Class 9: gramophone records featuring
February 11, 1997 | music; pre-recorded audio compact
discs featuring music.
2,041,653 June 26, 1995 Class 9: gramophone records featuring
March 4, 1997 music; pre-recorded audio tape cassettes
featuring music; audio compact discs
featuring music; pre-recorded video
tape cassettes featuring music.
3,200,354 June 4, 2004 Class 9: Musical sound recordings;
January 23, 2007 sound recordings featuring

entertainment, music, musicians,
documentaries, biographies, interviews,
performances, reviews, historical
narratives, drama and fiction; musical
video recordings; musical
cinematographic films; video records
and cinematographic films featuring
entertainment, music, musicians,
caricatures, cartoons, animation,
television programs, documentaries,
film excerpts, biographies, interviews,




performances, reviews, historical
narratives, drama and fiction; sound
recordings, video records,
cinematographic films, namely,
television programs, motion pictures,
audio visual records and audio video
film footage for television and other
transmission; audio and  visual
recordings featuring or relating to
music, entertainment and films; pre-
recorded compact discs, audio tapes,
gramophone records, video tapes, video
discs, DVDs, CD-ROMs and interactive
compact discs, all featuring or relating
to music and films; digitally recorded
sound and video records featuring
music, entertainment and
cinematographic films; downloadable
musical sound and video records;
downloadable sound and video records
featuring or relating to music,
entertainment and films

3,221,275

June 4, 2004
March 27, 2007

Class 9: Musical sound recordings;
sound recordings featuring
entertainment, music, musicians,
documentaries, biographies, interviews,
performances, reviews, historical
narratives, drama and fiction; musical
video recordings; musical
cinematographic films; video records
and cinematographic films featuring
entertainment, music, musicians,
caricatures, cartoons, animation,
television programs, documentaries,
film excerpts, biographies, interviews,
performances, reviews, historical
narratives, drama and fiction; sound
recordings, video records,
cinematographic films, namely,
television programs, motion pictures,
audio visual records and audio video
film footage for television and other
transmission; audio and  visual
recordings featuring or relating to
music, entertainment and films; pre-
recorded compact discs, audio tapes,
gramophone records, video tapes, video
discs, DVDs, CD-ROMs and interactive
compact discs, all featuring or relating
to music and films; digitally recorded
sound and video records featuring
music, entertainment and
cinematographic films; downloadable
musical sound and video records;
downloadable sound and video records
featuring or relating to music,
entertainment and films.

APPLE

3,317,089

June 4, 2004

Class 9: Musical sound records; sound
records featuring entertainment; sound
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records featuring music, musicians,
documentaries, biographies, interviews,
performances, reviews, drama and
fiction; musical video records; video
records featuring entertainment; video
records featuring music, musicians,
caricatures, cartoons, animation,
documentaries, biographies, interviews,
performances, reviews, drama and
fiction; cinematographic films; musical
sound recordings; musical video
recordings; audio and visual recordings
featuring or relating to music,
entertainment and films; pre-recorded
compact discs, audio tapes, gramophone
records, video tapes, video discs,
DVDs, CD-ROMs and interactive
compact discs, all featuring or relating
to music and films; digitally recorded
sound and video records; downloadable
musical sound and video records;
downloadable sound and video records
featuring or relating to music,
entertainment and films

October 23, 2007

Copies of the above-identified registrations are annexed as Exhibit 8.

17. Registration Nos. 2,034,964, 2,036,537, 2,041,653 and 3,200,354 were assigned
from Apple Corps Limited to Apple Inc. and recorded with the United States Patent and
Trademark Office on April 5, 2007 under Reel 3516 and Frame 0288. A copy of the Trademark
Assignment Details extract from the United States Patent and Trademark Office Assignment
Division online database evidencing the assignment recordal is annexed as Exhibit 9.
Registration No. 3,221,275 was assigned from Apple Corps Limited to Apple Inc. and recorded
with the United States Patent and Trademark Office on May 24, 2007 under Reel 3549 and
Frame 0043. A copy of the Trademark Assignment Details extract from the United States Patent
and Trademark Office Assignment Division online database evidencing the assignment recordal
is annexed as Exhibit 10. Registration No. 3,317,089 was assigned from Apple Corps Limited
to Apple Inc. and recorded with the United States Patent and Trademark Office on January 7,

2008 under Reel 3691 and Frame 0084. A copy of the Trademark Assignment Details extract
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from the United States Patent and Trademark Office Assignment Division online database
evidencing the assignment recordal is annexed as Exhibit 11.

18.  The above-identified registrations are valid and in full force and effect. Indeed,
affidavits have been filed and accepted pursuant to sections 8 and 15 of the Lanham Act for
Registration Nos. 2,034,964, 2,036,537 and 2,041,653 rendering such registrations incontestable.

19.  Notwithstanding Opposer’s prior rights, on April 11, 2007, applicant Touchfood,
S.L. (“Applicant”) filed Application Serial No. 79/043,006 for “scientific, nautical, surveying,
photographic, cinematographic, optical, weighing, measuring, signalling, monitoring, emergency
life-saving and teaching apparatus and instruments, namely, sensing and signaling devices for
meésurement and quality control of materials processing by laser; digital signal processors;
apparatus for conducting, switching, transforming, accumulating, regulating and controlling
electricity, namely, electricity adaptors and conduits, electric current switches; apparatus for
recording, transmitting, reproducing sounds or images; blank magnetic data carriers; sound
recording disks featuring music; automatic vending machines and mechanisms for coin-operated
apparatus sold as a unit; cash registers, calculating machines, data processing equipment and
computers; touch panels, cash register terminals, sales point computer terminais” in International

Class 9, among other things, for the following mark:

teuchfood

apuntto. sond, oponto ol Lorozon

(the “TOUCHFOOD Mark™).
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20.  Opposer obtained extensions of time to oppose the instant application and is
timely filing this Notice of Opposition within such extended periods.

21.  Applicant’s Mark is very similar to Opposer’s APPLE Marks and Apple Corps
Marks in appearance and commercial impression. Applicant’s TOUCHFOOD Mark consists of
an apple design element. Similarly, Opposer’s APPLE Marks and Apple Corps Marks famously
evoke an apple and Opposer’s APPLE Logo consists of an apple shaped logo.

22.  The goods cited by Applicant in International Class 9 under Applicant’s Mark are
identical, or highly related, to goods and services Opposer has long offered in connection with its
APPLE Marks and Apple Corps Marks.

23.  Accordingly, Applicant’s Mark so closely resemble Opposer’s APPLE Marks and
Apple Corps Marks that Applicant’s use of Applicant’s Mark is likely to cause confusion,
mistake or deception in the minds of consumers as to the origin or source of Applicant’s goods
and services in violation of Section 2(d) of the Lanham Act, 15 U.S.C. § 1052(d), with
consequent injury to Opposer and the public.

24.  Additionally, registration of Applicant’s Mark is likely to cause dilution of the
distinctiveness of Opposer’s APPLE Marks and Apple Corps Marks by eroding consumers’
exclusive identification of Opposer’s APPLE Marks and Apple Corps Marks with Opposer, and
otherwise lessening the capacity of Opposer’s APPLE Marks and Apple Corps Marks to identify
and distinguish the goods and services of Opposer, in violation of Section 43(c)(1) of the
Lanham Act, 15 U.S.C. § 1125(c)(1).

25. If Applicant is permitted to register Applicant’s Mark, as specified in the
application herein opposed, consumer confusion resulting in damage and injury to Opposer

would be caused and would result by reason of the similarity between Applicant’s Mark and
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Opposer’s APPLE Marks and Apple Corps Marks. Persons familiar with Opposer’s APPLE
Marks and Apple Corps Marks would be likely to purchase Applicant’s goods as and for goods
associated with Opposer. Furthermore, any defect, objection or fault found with Applicant’s
goods marketed under Applicant’s Mark would necessarily reflect upon and seriously injure the
reputation which the Opposer has established for its goods and services.

26.  There is no issue as to priori;y. Opposer began using Opposer’s APPLE Marks in
commerce since at least as early as 1977 and Opposer’s Apple Corps Marks since at least as
early as 1968, well prior to April 11, 2007, the date on which Applicant filed its extension of
protection request for Applicant’s Mark on and intent to use basis.

27.  If Applicant is granted the registrations herein opposed, it would thereby obtain a
prima facie exclusive right to the use of Applicant’s Mark. Such registrations would be a source

of damage and injury to Opposer.
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WHEREFORE, Opposer requests that this opposition be sustained and that the

registration of Application Serial No. 79/043,006 as to Class 9 be denied.

The opposition fee in the amount of $300 for an opposition in one class is filed herewith.

If for any reason this amount is insufficient, it is requested that Opposer’s attorneys’ Deposit

Account No. 11-0860 be charged with any deficiency. This paper is filed electronically.

Dated: New York, New York
July 14, 2008

Respectfully submitted,

KILPATKTON LLP
By: —

Jos€ph Petersen —>
Stephen J. Coates
31 West 52™ Street, 14" Floor
New York, New York 10019
Telephone: (212) 775-8715
Facsimile: (212) 775-8800

Attorneys for Opposer Apple Inc.
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CERTIFICATE OF TRANSMITTAL
I hereby certify that a true copy of the foregoing NOTICE OF OPPOSITION is being

filed electronically with the TTAB via ESTTA on this day, July 14, 2008.

Stephend. Coatey/
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CERTIFICATE OF SERVICE

This is to certify that a copy of the foregoing NOTICE OF OPPOSITION has been
served on Applicant by depositing said copy with the United States Postal Service as First Class
Mail, postage prepaid, in an envelope addressed to:

Charles P. Lapolla, Esq.
Ostrolenk Farber Gerb & Soffen, LLP

1180 Avenue of the Americas
New York, NY 10036

&)

Steghen J. €oateé

This the 14th day of July, 2008.
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The Harris Poif® #71, July 17, 2607

Coca Cola On Top For First Time In Annual ‘Best Brands’ Harris Poll
After Seven Years At Number One, Sony Drops To Second

¢ Hams PM of "best ,

Coca Cola continues its rise as. lt moves into the top position of the.an
from:No. 3

spotsto No 4 this: year

surveyed onlme by

g
outcome of brand engagement, which requires more custom and sophisticated measures based
upon the interaction of the brand and its desired audience.”

Analysis By Industry

Three industries are represented on this year's list. Four of the companies are from the Electronics
industry, while three are each from Autos and Consumer and Package Goods.

Changes Since Last Year

Maost of the brands in this year's Top 10 list have not moved up or down substantially. The most
notable changes-are Honda, falling from No. 6 to No. 10-and Kraft Foods-which rose from No. 9 to
No. 6.

A Decade Ago...

One interesting thing to note is the changes from 1997 and what a difference ten years makes. Only
four of this year's top ten brands were on the list back then: Ford (which was No. 1), Sony (which
was No. 3), Coca-Cola: (which was No. 7) and Pepsi Cola (which was No. 10).

TABLE 1
BEST BRANDS

"We would like you to think about brands or names of products and services you know. Considering
everything, which three brands do you consider the best?"

(All'three replies combingd)




Base: All Adults

1995 | 1906 | 1897 | 1998 § 1909 | 2000 2001 | 2002 | 2003 | 2004 | 2005 { 2006 | 2007
1 (NN

= c A S5 1814 13
31312 214

6 16 1551 &

2141317916

5 1 ¢ 1=10) - § &

W N R

LT P=ri 6 130

Note: These are spontaneous replies. Respondents are not read or shown a list of brand names.
*Not in Top 10.
= Indicates a tie.
BRANDS THAT DROPPED OUT OF TOP-10 THIS YEAR
Hewlett Packard (was No. 7) and General Electric (was No. 8)
TABLE 2

NUMBER OF INDUSTRIES REPRESENTED IN THE TOP-TEN LIST

2001 { 2002 | 2003 {2004 & 2005 12006 § 2007 {
Electronics” 5 3 4 3 5 5 4
Automobiles 3 t 3 2 4 4 13 3
{Consumer & packaned goods 2 3 4 3 2 2 § 3

* Includes Microsoft

Methodology

This Harris Poll® was conducted online within the United States between June 5 and 11, 2007
among 2,372 adults. Figures for age, sex, racefethnicity, education, region-and household income
were weighted where necessary to bring them into line with their actual proportions in the
population. Propensity score weighting was also used to adjust for respondents’ propensity to be
online.

All sample surveys and polls, whether or not they use probability sampling, are subject to multiple
sources of error which are most often not possible to quantify or. estimate, including sampling error,
coverage error, error associated with nonresponse, error associated with question wording and
response options, and post-survey weighting and adjustments. Therefore, Harris Interactive avoids
the words "margin of error" as they are misieading. All that can be calculated are different possible
sampling errors with different probabilities for pure, unweighted, random samples with 100%
response rates. These are only theoretical because no published polis come close to this ideal.

Respondents for this survey were selected from among those who have agreed to participate in
Harris Interactive surveys. The data have been weighted to reflect the composition of the adult
population. Because the sample is based on those who agreed to participate in the Harris
Interactive panel, no estimates of theoretical sampling error can be calculated.



These statements conform to the principles of disclosure of the National Council on Public

Polls.
J 30887

Q 557, 559, 560

©2007, Harris Interactive Inc. All rights reserved. Reproduction prohibited without the express
written permission of Harris Interactive.

ﬁmm

Printer Friendly Version of this Release

| —. i

PRIVACY INVESTOR RELATIONS SURVEY DEMO JOIN.QUR PANEL ~SITEMAP SEARCH

©2007 Harris Interactive Inc. All rights reserved.







brandchannel.com | Rankings | Brand of the Year Results | print version

Apple Shines:
2001 Rauders' Choice Award Results

By Robin D. Rusch

Brandchannel's 2001 Readers' Choite survey
conducted by brandchannel com and rated by
our discwming readers yisided some Surprisig
resulls = riot the least of which placed quirky
brandslike Apple, Nokia: Volkswagen, Target,
Krispy Krame. Helo Kitty and Google.com, at
the top of the pile.

Methodology & Background

At the end of last year, we invited our readers to vote for what brands should receive
Brandchannel's 2001 ‘Readers' Choice Awards, in the first of an ongoing annual tracking
survey to rate the effectiveness of branding strategies.

To focus the survey, a preliminary list was devised of qualifying brands in each of five
areas. The final list comprised 155 global brands, 125 European & African brands, 107 US
& Canadian brands, 68 Asian-Pacific brands, and 28 Latin American brands. The list was
compiled after querying a select group of international industry experts on their top 10
brands for 2001.

Readers could vote for up to five brands per region, We received a total of 2205
completes from November 15, 2001, to December 31, 2001.

For the purposes of the survey, we defined potential Readers' Choice Award-winning
brands as those that had the most impact on our lives in 2001. That is, Brandchannel's
Readers' Choice Award winners are not necessarily the biggest or the ones with the most
revénue - they are the ones that makes us stand up and take notice. The responses
certainly made us stand up and take notice as, surprisingly, immensely familiar brands
like Nike and Coca-Cola did not make the top five choices.

Global Brand Ranking

Winning Brandchannel's official 2001 Readers' Choice Award was Apple with- 14% of the
globai vote. Nokia and Volkswagen tied at 12% followed by a tie between Google.com,
Absolut and Starbucks (10%).

Each of these six brands has pioneered a strong consistent brand platform and gained a
fiercely loyal customer base.

Of the six, California-based search engine Google.com, the relative newcomer among
classics, is a rare success in the world of dot-coms; Google actually generated US$ +60M
in revenue according to Wall Street- Journal estimates for 2001, The strength of the brand
coupled with a money-making business plan makes it a standout in the dismal dot-com
annals.

http://www.brandchannel.com/print_page.asp?ar_id=82&section=main
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Headquartered in Cupertino, California, Apple’s consistent attention to innovation can be
seen in the dizzying release of such products as the new iMac, OS X, and the iPod. As two
of our readers summed it up, “[Apple is] creative; keeps surprising the consumer,” and
“[it has] superior product and differentiation to the max.”

Similarly, Nokia’s pulse on consumer cravings has been staggeringly accurate. Although
the industry Ieader s share pnce did ot show a brilllant year re‘lativ’é to the previous

gross domesti¢ product (market cap of US$ 1118/EUR 1265 F:nancral Times).

Another brand that clearly éarned its ranking through an astonishing ability to fill a need
is the Seattle, Washington-based Starbucks. The international roliout of Starbucks is only
topped by the seemingly unending acceptance of the Starbucks experience from China to
Kuwait. It's impressive; but not until the Italians start sipping a Starbucks “tall,” can we
truly concede the big bean has arrived.

Recognition for Absolut and Volkswagen is not surprising given their consistent genius
when it comes to branding. Described by an. Absolut spokesperson as “sma styhsh
creative and witty,” the Stockholm-based Absolut brand has capitalized on- gue
to give its clear liquid personality while also trying to expand into new media. Meanwhlle,
favored innovator Volkswagen, headquartered in Wolfsburg, Germany; keeps the

competition struggling with new product delights from quirky designs to high-tech diesels.

Regional Rankings

In Europe and Africa, Nokia was received a regional Readers' Choice Award with 16%
of the vote, followed closely by the Dutch-owned (Sw'dl h in origin) Ikea (15%), and
Absolut (14%). Fourth and fifth were the UK’s entert ent, media and travel brand
Virgin with 13%, atd the Munich-based automaker BM -at 12%: Relative newcomers;
Orange, whose parent company is France Telecom, and Austrian beverage Red Bull,
which has garnered almost 70% of the woridwide energy drink market, both tied at
11%.

Choices in the US and Canada showed interesting results as well. According to our
readers, the brand with the most impact in the US was Target (22%), a national
discount retail chain. Positioned-as up-market from Wal-Mart and the ailing Kmart and
on a par with Kohl's, Target's main appeal can beé found in its promise to offer great
price and value to shoppers.

Next in line for American and Canadian brands is Apple with 18% of the vote, followed
by Winston-Salem, North Carolina-based doughnut maker, Krispy Kreme (14%) and
Atlanta-based softdrink giant Coca-Cola at 13%. In a three way tie at 11% is
Google.com, Starbucks, and Martha Stewart, the one-woman pubtishing, media,
merchandising conglomerate based in New York City.

In Asia-Pacific, Japanese brands did very well with three brands among the:top five.
Tokyo=based Sony; the world's number two: consumer electronics firm (after
Matsushlta), leads the pack at 37%, followed by Seoul- based Samsung at 19%, and at
18%;, Toyota - Japan’s top carmaker and the world’s fourth by sales (after General
Motors, Ford, and DaimierChrysier).

Singapore Airlines, with stakes in Virgin Atlantic Airways and Air New Zealand, came in

at 17%. Singapore Airlines is notable as one of the few airline brands to do well on our
survey (although the New York-based carrier JetBiue came within the top ten choices

hitp://www brandchannel.com/print_page.asp?ar_id=82&section=main 1/16/2008
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for US/Canada brands). The Japanese brand Hello Kitty from Sanrio (Tokyo) and
Australian guidebook series Lonely Planet tied at 15%.

In Latin America, beverage brands showed strong results with Mexico’s Corona in first
(35%), Argentina’s Quilmes and Cuba’s Bacardi tied for second {25%);, and Chile’s
Concha y Toro in fourth (18%). Brazilian bank Itad and Argentine candy manufacturer
Arcor tied at third with 22%. Argentina's Pecom Energia (Perez Companc) takes up the
number five position with 16% of the vote. The strong showing of Argentina’s brands
can only bring encouragement as many of them are currently facing the troubling
effects of that country’s devastated economy.

Write-in Resiilts and Comments

To compensate for human error-on the partof bran ‘channel and open the figor
completely to our well-informed readers, we invi ers to write in votes. for any
brands they did not see represented among the | ] capacity, we received over
600 write in votes, many which were too small in number to count.

Among the strong write in votes were Shaumburg, Illin based Motorola, the number
two global manufacturer of mobile phones (behind N and American payment
system Mastercard. Second only to Visa; Mastercard’s ptans for expansion include a
meérger with Europay, its European counterpart.

Also of interest among write-in votes were the amotunt of organizations and people tied
to the September 11 attacks on:the US: People such as Os ma bin Laden, George
Bush, and former New York City Mayor Rudy Giuli zations/places such as
the media outlet Al Jazeers, the Fire Depa . and the city of New York
itself rated strongly among writé-in respons € were accompanied by
carefully worded comments justifying the choice ) n whether the voter
agreed or disagreed with the actions, but rather on the criteria set out by the original
guidelines: “the brand that had the most impact on your world in 2001.”

Voter Profile

Brandchannel’s viewership resides in over 90 countries and comprises a complete
spread across levels and disciplines. The following profile is based on self-reported
information volunteered from 75% of our readers.

Fifteen percent of brandchannel readers comprise the highest echelons of business
from CEQOs and €hairmen to Managing Directors and Senior Vice Presidents. Twelve
percent work directly in marketing-communications, with titles such as Marketing
Director and CMO; an egual number (12%) serve as Account Managers or Client
Service Directors. Nine percent are brand strategists, consultants, planners, or
analysts. Seven percent make up the design community, and eight percent are
involved in academia, either as students or professors.

[4-Mar-2002]

Brandchannel WI// be conducting 2002 Readers’ Choice Awards. For. those wishing to
particlpate in the initial draft/ng of a shortllst this autumn, please email us with a br/ef

contact l/st¢

For those who wonder how they could improve their branding to reach greatness, please
read our article on What Makes a Brand Great.

http://www.brandchannel.com/print_page.asp?ar_id=82&section=main 1/16/2008
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Google Ranks First:
2002 Readers' Choice Award Results

By Rotiin D. Rusch

Which-brang had the most impact on your
fife in 20027 Brandchannel's second annual
Readers’ Choice Award resilts ars in, and
this year's winners ifciude Google, Nokia,
Target, LG Electronics, and Corona.

Global: Infinite Reach

Superhero search engine Google leads the global choice among 1,315 respondents with
15 percent of the vote, climbing to the top from last year's fourth place position.

What's so special about Google that it was chosen for the worldwide 2002 Rexders’ Choice
Award? Perhaps because it is absolutely the tool of the moment to make the best use of
the Internet (the other perfect tool of our day). Started by a couple of techies, Google is
kind enough to hide its high-tech interior from the public and give us nothing but a
friendly, easy to use, clear, clean exterior.

Google is also an up-to-date chronicle of our own obsessions. For instance, the fact that
"job search" was one of the top ten rising search queries on Google in January is not
surprising, but would you believe that hassled little Isla Pereji! was among the top ten
news queries of last year? Or would you have guessed that Ronaldo and Zidane couldn't
outscore David Beckham for top sports names Googled in 2002? And what about the use
of the verb "to Google," which has swept into our everyday conversation so-rapidly?
Google has become indispensable in such a short period of time, by focusing on what it
does well -- returning likely resuits on a search query. Will it avoid the temptation to
branch out to the portal market like Yahoo! and MSN? Next year's Readers' Choice Award
survey will reveal how well Google continues to handle its brand.

Not far behind Google with 14 percent of the vote is Apple (2001 Readers’ Choice Award
winner). Beloved by a small but vocal contingency, Apple has an overall market share of
less than 3 percent worldwide and less than 5 percent in the US, its "strongest" market.
Nevertheless its steady array of new product releases and cheeky David-to-Goliath
positioning makes it hard not to notice and perhaps explains why our readers tend to
favor it.

Caffeinated treats Coca-Cola and Starbucks are third (12 percent) and fourth (11 percent)
with furnishings retailer Ikea setting up home at fifth place with 10 percent of the readers’
global vote.

US & Canada: Bull's-eye

http://www.brandchannel.com/print_page.asp?ar_id=143&section=main 1/16/2008
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In the United States and Canada, Target takes the lead with 19 percent of the vote based
on 1,983 respondents in this section. Apple follows close behind at 18 percent, showing a
similar trend to the 2001 results where Target took top prize and Apple pulled in second.
North Americans clearly have strong feelings about their coffee and doughnuts as retail
coffee house Starbucks and doughnut joint Krispy Kreme received 13 and 12 percent of
the vote respectively; both of these brands have been tirelessly expanding to bring a hot
steaming cup of coffee and a freshly glazed doughnut to an outpost near you. Tying with
Krispy Kreme is the fashionably cheap New York-baséd airline, JetBlue.

Target, Apple, Starbucks and Krlspy Kreme were all in the- top ten US and Canada

e of fast ~growing i'nté-resti in
:sarlly mean 'hasty, JetBlue

and above all; excellent customer serwce Aftér 21 .-smal showmg for commen:lal
airlines, it's astonishing that JetBlue's revenue grew by 98 percent.

Coca-Cola, among last year's top five winners, slips down to number seven in 2002,
contrary to its rise in the globat section where it rose from terith to third.

Europe & Africa: Connected

Finnish cell phone brand Nokia earns top spot for Europe and Africa again this year with
19 percent of the regional vote among 1,290 respondents. With 40 percent of the
worldwide cell phore market, Nokia's "closest" com petition in this field is Motorola with 14
percent of the market followed by Samsung with 11 percent; former nemesis Ericsson (5
percent) appears to be left on hold.

Dutch-owned, Scandinavian-style furniture retailer Ikea also maintains its position from
2001 placing second in 2002 at 16 percent. Present in over 30 countries, lkea's
reasonably priced but stylish wares have managed to remain fresh throughout decades of
decorating ‘homes.

Mini's relaunch earns it third place at 15 percent, eclipsing its.parent BMW (at 12
percent). Swedish brand Absolut slipped two places from last year to fifth place with 12
percent of the Europe/Africa vote.

Previous top five placeholder Virgin lands hard at fourteenth place for 2002. This is a little
surprising since the goal was to choose the brand with the most impact in 2002. One
imagines that the debacle Virgin faced at home with its foray into the recently privatized
British rail system qualified as quite an impact on commuters.

Asia-Pacific: Plugged In

Electronics top the list for Asia-Pacific brands in 2002 with technology and
entertainment brands from South Korea and Japan takmg the first four positions.
Among 800 voters in this region, 24 percent chose the South Korean brand LG
Electronics as the Asia-Pacific brand with the m pact in 2002. Founded in 1958,
LG (formerly Goldstar) was among the brands leading Korea's technology revolution
and has continued to dominate the electronics market ever since. LG Electronics'
stated goals for 2005 are to become a global leader, become synonymous with
customer service and improve internal brand allgnment based on the impact it's had
on our readers, it appears to be Reading toward achieving those goals.

LG's local Korean competitor Samsung placed second with 22 percent of the vote. This

http://www brandchannel.com/print_page.asp?ar_id=143&section=main 1/16/2008
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electron‘ic brand's recent attention to innovative design and improved quality with
consumer products, like phones, TVs, PDAs, and audio devices, contributes to its
strong standing among Asian brands.

Following Samsung is Sony's PlayStation at 19 percent and Sony Ericsson at 18
percent. These two high-rankers demonstrate Sony's presence in the region, which is
not surprising given Sony's overall position as second in the world for consumer
electronics market share (behind Matsushita). Swedish firm Ericsson, which began to
lose the battle with Nokia and Motorola for ear-share, is clearly benefiting from its east
meets west association with Japan‘s Sony, although the venture has so far not
generated profits.

Bringing up the rear of the top five brands for Asia-Pacific is Japan's top automaker
Toyota (16 percent), which may just steer the future with its increasingly popular gas-
electric hybrid car, Prius.

Last year's top 5 winners, Singapore Airlines and Hello Kitty slipped to sixth and 11th
place respectively in 2002.

Latin America: Proof

Beverages rated high on the Latin American brands list. Corona, owned by Grupo
Modelo SA, takes the crown with 31 percent of the vote from among 406 voters for
this section. Cuban rum brand Bacardi brings in 28 percent, followed by coffee brand
Café de Colombia at 17 percent and Mexican baker Bimbo rises to join the top four
with 11 percent. Brazilian airline Varig arrives fifth with just over ten percent.

Details: What, How, Who

For the purposes of brandchannel’'s Readers’ Choice Award survey, we asked
respondents to make their choices based on the brands that had the most impact on
their lives in 2002. Impact can be positive or negative; similarly the brand can be on
the road to ruin, the cusp of collapse, the brink of bankruptcy, or some other awful
alliteration and still qualify as having an impact (for instance, ex-energy company
Enron got 3 percent of the US/Canada vote).

The most important thing about qualifying as a brand of the year is that you noticed it
in 2002. This will explain the highly visible personalities and organizations that were
submitted as write-in votes including David Beckham, Jennifer Lopez, Kylie Minogue,
Iraq, al Jazeera, and al Qaeda.

The survey was hosted online at brandchannel.com during November and December of
2002. Readers were allowed to vote once for each region and complete the
demographics section once. No section of the survey was mandatory, which explains
the varying response rates by region. Respondents from 72 countries participated in
the survey; the strongest age group was 26 to 35 with nearly a third as many women
as men participating overall.

The brandchannel readership. overail comprises an above-average, intelligent group of
professionals and students from over 90 countries and a range of industries who are
interested in issues invelving branding.

Brandchannel will be conducting a 2003 Readers’' Choice Award survey. for those
wishing to participate in the initial drafting of a shortlist this autumn, please email us

http://www.brandchannel.com/print_page.asp?ar_id=143&section=main
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with a brief description of your expertise and regional background, and you will be
added to the contact list.
[10-Feb-2003]

Robin D. Rusch is Editor-in-Chief of Brandchannel.

Copyright © 2001~ 2008 brandchannel. All rights reserved.
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brandchannel<™ The workd's only online exchange about branding. prociuced by Interbicarst

Google Gets Lucky:
2003 Readers' Choice Award Results

By Robin D. Rusch

What brands had the greatest impact on our
lives in 20037 Over 4,000 people from more
than 85 countries chose the brands that
touched their lives in 2003 for our annual
Readers’ Choice awards.

Global: Feeling Lucky

Brandchannel's 2003 Readers' Choice Award goes to Google, which narrowly beat out
Apple for the second year in the row as the brand that had the most impact on our
readers in 2003.

Expanding operations and influence, the privately held company enjoyed an estimated
US$ 900 million from sales last year and intends to IPO in 2004. But as Google seeks to
make a profit from affiliations and AdSense sales, there are a number of threats that must
be keeping the pointy heads awake at night.

At some point this year, present partner Yahoo intends to finish overhauling its Inktomi
technology and go solo as a competitor against Google. It's impossible to guess the
impact at this point, but estimates are that Google currently powers 80 percent of all
Internet searches; the loss of Yahoo will lower that figure to around 55 percent.

Pranks such as Google bombing (where users can manipulate results through organized
efforts) and general criticism of being "gamed” or “Google washed"” threaten the perceived
legitimacy of Google’s service. It may start as a few cranky pundits but egg tossing is a
sign that the brand is moving from something unique and treasured to something
mainstream and open to closer scrutiny.

The next two years will be interesting for the search engine. Up till this point Google’s
strengths have been to offer the user a clean friendly but credible path to accessing the
tremendous wealth of the Internet. As it goes public, the brand managers should
concentrate on protecting these qualities. If it can maintain its reputation as an expert
search engine, it will join the ranks of exceptional brands like Apple, where consumer
loyalty ranges on fanatical.

Speaking of Apple, the American technology brand received second place on the global
ranking. Loyal readers will remember that Apple was the number one Readers' Choice in
2001. In 2002, it fell to second position behind Google, but its continued presence at the
top of the list is the result of consistent attention to wowing the world on an ongoing
basis.

http://www.brandchannel.com/print_page.asp?ar_id=195&section=main 1/16/2008
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Apple products and services span many different facets of our lifestyles from work to play
and include the iPod mini, iTunes, Xserve, iChat AV, iSight, and iCal. The brand makes
beautiful, compelling product but then somehow loses its foothold against sub-par product
from brands like Microsoft.

Third place finisher automaker MINI is a surprise new entrant into the top five, revving up
from last year’s eleventh place finish and knocking third place holder Coca-Cola into
fourth. The nostalgia factor coupled with modern day capability and comfort helps MINI in
traditional markets such as Europe; in new markets like North America, the little car
delights consumers with an alternative to the trend toward parking lot size vehicles
currently crowding the roads.

Equally impressive, Samsung shot into the top:five from-a twelfth place finish in 2002 and
49th in 2001 to finish fifth, behind Coca-Cola, in 2003. This is vindicstion for a brand that
has poured a lot of resources into improving the quality, scope and distribution of its
product on the world stage. It beat out Sony (ninth) in the global rankings but came in
second behind the Japanese consumer électronic giant in the Asia-Pacific regional ranking.

Brandchannel's 2003 Readers' Choice Award regional results were equally revealing of the
efforts of highly visible brands in 2003. Click here to view a.complete chart of the wihners.

US & Canada: Apple Followed by Coffee and a Donut

Apple finally inched past American cheap-chic retailer Target for the first time to claim the
number one spot for US and Canadian brands.

First place winner in 2002 and 2001 for US & Canada brands, Target dropped down to
second place followed by Google, American. coffee retailer Starbucks and American-donut
maker Krispy Kreme topping out the first five rankings.

Two new entrants in the top ten for US & Canada are animation studio and now-former
Disney collaborator Pixar in eighth (Disney ranked 18th), up from 31st in 2002, and online
auctioneers eBay in tenth position up from 13th in 2002.

Europe & Africa: Football and Furniture

For the first time since 2001, Nokia lost its first place ranking and stipped to third behind
frontrunner Swedish retailer Ikea and surprise second ‘place finisher British airline Virgin,
which came in 15th in last year’s ranking.

MINI fell back to fourth place from last year’s third place finish in Europe & Africa, while
its parent company BMW pulled in close behind at fifth place (down from last year’s fourth
place).

Other surprise finishers in the top ten are not-for-profit Spanish football club and
European Cup winners (1998, 2000 and 2002) Real Madrid, Italian clothing brand Diesel
and German sporting goods brand Puma.

Asia-Pacific: Wired and Driven

Japanese brand Sony beat out competitors Samsung (second place) and LG (fourth) to
take the top spot for Asia-Pacific. While Sony has long enjoyed a leadership position as
the number one consumer electronics maker in the world, Samsung and LG have recently
shown tremendous gains on the brand, threatening its reputation as the brand for
innovation. The fierce competition of these three brands means consumers have fantastic
choices as all three electronic manufacturers stretch the limits of technology and ideas.

http://www .brandchannel.com/print_page.asp?ar_id=195&section=piain 1/16/2008



brandchannel.com | Brand of the Year Survey Results 2003 | Branding Success and Failur... Page 3 of 4

Nestled in between the electronic competitors at number three is Japanese automotive
brand Toyota. Toyota had a great year in 2003. It is now second only to General Motors in
auto sales worldwide but it leads the world’s automakers in profitability.

Singapore Airlines pulls up at fifth place with Australian publishers Lonely Planet,
Australian airline Virgin Blue, Japanese automaker Honda, Asian bank HSBC (UK
owned) and Japanese automaker Mazda rounding out the top ten.

Latin America: Building the Brand

Cemey, the third largest cement company in the world, placed first among our readers
in the Latin America section. Adept at using technology to manufacture and distribute a
commeodity, Cemex has been careful to manage its brand on all fronts and across
acquisitions. Operating in over 30 countries with clien s in twice as many countries, the
Mexican brand’s influence has spread through acquisitions, but its foundation may be
rather shaky. As one of Mexico’s largest corporate debtors, Cemex is US$'5.7 billion in
debt.

In second place with less than half Cemex’s score is Mexican beer brand Corona from
Grupo Modelo, followed closely by the Cuban liqguor brand Bacardi (headquartered in
Bermuda). Mexican bakery giant Bimbo did not rise or fall but rather remained in
fourth place from last year’s ranking. The national federation of coffee growers Café de
Colombia chased down the baked goods brand at number five, while Mexican airline
AeroMéxico and Brazilian bank Itat both broke into the top ten from last year’s 13th
and 15th placements.

Details: What, Who, When, How

Brandchannel's annual Readers’ Choice Award survey is a chance to recognize the
brands that have the most impact on our lives each year.

A total of 4,010 people from 85 countries voted in our 2003 Readers’ Choice Award
survey, which was conducted online from November through December 2003.

There is no questionnaire involved in this study. Readers are simply asked to choose
up to five brands per region that had the most impact on them in 2003; impact can be
positive or negative. A shortlist of brands for each region is provided but readers are
given the choice to write in a vote if they do not see their brand on the list.

The shortlist of brands is compiled a week before the survey based on brands that
were highly visible that year. Write in votes carry the equal weight of a selected brand
from the list unfess the brand is already listed in the shortlist, in which case we accept

up to 10 write ins for one brand.

Voters are allowed to vote for up to five brands per region and complete the
demographics section once. No section of the survey was mandatory, which explains
the varying response rates by region. Respondents per region equal: 4,010 for global,
1,942 for US & Canada, 1,804 for Europe & Africa, 1,267 for Asia-Pacific, and 1,100 for
Latin America.

After submitting their brand choices, voters receive a “cookie,” which signals that they
have already voted in that region and cannot vote again.

Voting was open to anyone with an Internet connection. Rankings are compiled purely
on the basis of readers’ choices. We do not infiuence the results through weighting,
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sampling or even cheating.

Our readers are interested in brands and branding. They are‘online and therefore
presumably familiar with technology. And of course, they are abéve average in
intelligence and curiosity.

Nearly half as many women voted as men, with the strongest group of voters falling in
the age range of 20 to 45 years old.

Previous year results are equally fascinating. Access 2002 and 2801  view the charts
of this year and previous years' surveys.

Brandchannel will be conducting a similar survey for 2004, For those wishing to

with a brief description of your expertise and regional background, and you will be
contacted in September/October of 2004.
[2-Feb-2004]

Robin D. Rusch is Editor-in-Chief of Brandchannel.

Copyright @& 2001 - 2008 brandchannel. All nights resarved.
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brandchannel™™ 1, s oy onine exchange about branding. odused by nirteans

Readers Pick Apple:
2004 Readers' Choice Awards

By Robin 0. Rusch

As I sit-on my Drémminge, listening to
my iPod, drinking mocha Frappuccino,
trying to Google information on lraq’s
elections from Al Jazeera, I'm all set to
tell you the results of brandchannel's
Readers’ Choice Awards for brands
with the most impact in 2004.

Global: Apple bites big

After a two-year hiatus Apple has returned to win the 2004 Readers’ Choice Awards for
the brand with the most global impact—a title held by Google since 2002,

It's hard to imagine a brand having a shinier year than Apple. Notably punctuated with
iMacs, iPods and iTunes, Apple’s 2004 presence was feit in the press, in ads and on the
streets, with iPod coming to define the word “ubiquitous.”.Coupled with strong revenue,
Apple reported a net profit of US$ 295 million in the last quarter of 2004 alone and a 2004
overall net income growth of 300 percent. Yes, 300 percent.

At Apple’s core is great innovation, beautiful design and an ability to bring
warmth and passion to those who: rriay:-be completely incurious about
technical gadgetry but need it nonetheless to survive in today’s world,

From U2 to “You too?,” the iPod alone sold 4.6 million units in the last
quarter, practically doubling sales since its launch. (There are now about
10 million pod-addicts on the planet.) Meanwhile, iMac sales tripled as
Apple’s overall computer sales rose by 26 percent over 2003 sales, Music
division iTuneés became the biueprint for Napster-alternative online music
sales. And swanky retail outiets gave Apple enthusiasts a chance to
worship or interact directly with the company as well as each other.

However; Apple’s cultural symbolism was not economically symbiotic. Its worldwide
computer market.share dropped to less than two percent in 2004 to a 1.87 percent share
in Q3 of 2004 (down from 2.19% in Q3 2003). The 2004 world leader for market share
was Dell at 18 percent, followed by HP at 16 percent and IBM with 6 percent. The small
white hope is that iPod’s halo effect: will bring more buyers to Apple’s other offerings,
which go beyond consumer goods to include servers, WiFi, and software, and include the
already-backordered new iPod Shuffle and a sub-US$ 500 Mac.

» _ Not far behind Apple, and equally appealing to those navigating a
@ potentially complicated technical landscape, is Google.

The world’s number one search engine; Google’s impact on our
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readers reflects the online public’'s growing dependence on sorting through an
incomprehensible amount of available information. On our screens, its minimalist design
betrays its maximal capacity. But Google does more, including technology licensing and
hardware, news aggregating and shopping (Froogle). According to the company, 95
percent of revenue comes from AdSense advertising.

Google lost little ground in being dumped as the search engine behind Yahoo early last
year; it conducts more than 200 million searches a day and leads the world for search
engine usage with 57 percent of the current market, followed by Yahoo at 21 percent and
MSN at just 9 percent.

Largely based on functional attributes, which offer clarity in a complex field, Google is by
no means invincible, It faces competition on many fronts including Yahoo's Overture
search engine and other solutions like Vivisimo’s Clusty, and MSN Desktop Search, all of
which hope to build a better mousetrap.

From the public’s perspective, Google’s unique approach to life’s little issues was on
display as it went public in 2004, seeking to do so. largely on its own terms. The same
strong arm can be feit in the pretzel twisting exercise webmasters are submitted to when
trying to meet the company’s keyword ranking guidelines. However as long as the brand
is on top, it gets to call the rules.

The upside to Google’s future? Only 12.7 percent of the world population has access to
the Internet, leaving 5.6 billion potential future users.

From tech to retail, numbers three and four on the Global list are, respectively, Swedish
furniture retailer IKEA and American coffee brand Starbucks. Surprisingly similar despite
product differences, both benefit from having highly branded retail spaces that quickly
generate publicity and awareness.

Both IKEA and Starbucks expanded in 2004. IKEA opened ten more stores in 2004 and
has staked out 20 new locations for 2005.

Starbucks opened 1,344 new spaces in the first three quarters of 2004, to
bring its global total to 8,569 in more than 30 countries. The hyper-
caffeinated brand intends to expand tc 15,000 US stores and 15,000
international stores. Although the expansion’s timeframe is unclear,
consider that the retailer opened roughly 3.5 stores every day in 2004.

Starbucks is not without competition, particularly beyond US shores.

Pretty much any venue brewing quality coffee and offering ambiance can rival the barista.
However Starbucks benefits from high brand awareness, an efficiency of size and
operating on the McDonald’s principle of “safety in the known.”

Rounding out the top five 2004 Global Brands is a surprise winner: the Arab-focused, 24-
hour news source Al Jazeera. Based in Qatar and offering an alternative to BBC or CNN,
Al Jazeera has over 35 million viewers (overwhelmingly Muslim) and 30 bureaus
worldwide. As the issues of 2004 hovered heavily around the Middle East and Islamic
populations, Al Jazeera’s relevancy soared.

Though suffering difficulties such as banned reporters, advertising boycotts, and charges
of bias (arguably stemming from those who are themselves biased toward European and
American interests), Al Jazeera is viewed as relatively independent within its region and is
increasingly gaining mainstream credibility beyond its borders. The company itself claims
to “cover all viewpoints with objectivity integrity and balance.”
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Already offering news in English at English.AlJazeera.net, the media source is planning to
offer an English channel satellite service in 2005,

Other brands in the top ten are previous year mainstays, with Germany's car brand Mini
and America’s Coca-Cola sliding from the top five in 2003 to sixth and seventh in 2004.
The UK's Virgin: entered into the top ‘at eighth from last year's eleventh. Finland’s Nokia
slipped from seventh to tenth.

L 4" Notable newcomer to the top ten is eBay (at ninth). The American
i online auctioneer claims 95 million registered users, and in 2004

expanded abroad to Asia, South America and Europe, allowing

people all over the world to sell things they don't want and buy

things they don't need.

US & Canada: Jobs well done

Apple is the winner in the 2004 Readers’ Choice Award for the US & Canada for the
second straight year. Target falls to third as Google creeps up to place second.

The perpetual underdog, with less than two percent of the world market, Apple has what
John Schwartz in the New York Times aptly described as the “attitude of an artist and the
eye of an anthropologist” (16 January 2005). The company’s ability to delight the user in
a bland land of equipment and software makes it easy to see why it impacts those of us
who spend our days in the 21st century.

However, less savvy consumers contribute to the actual sales dominance of mainstream
competitors, particularly in the computer division. Apple Computer ranks sixth in the US
with just 3.33 percent of the market (Dell leads at 33%, followed by HP at 20% and
Gateway at 5.23%).

Undaunted by the competition, Apple’s dizzying pace of inventing new toys looks set to
continue in 2005. The Shuffle and Mac mini were both unveiled in January of 2005. (2,000
Shuffle units sold within four hours of revealing the iPoddler.)

Continuing to reflect global results, Google pulls up behind Apple at second piace.

It's no surprise that Google ranks so high:in the lives of North Americans, as more and
more households go online (roughly 68 percent of the North American population now has

access to the Internet).

Google deserves credit for offering clarity where most other portals employ a jungle of
links. Easy enough for a newbie to navigate, it still remains the engine of choice for
techies. Consider this: 66 percent of Microsoft employees use Google while only 20
percent use their own MSN engine. (We'd speculate on what the rematining 14% are up to
but we’re worried about mysterious DOS errors).

Overall in the US, Google holds 34 percent of the search engine market. Yahoo is close
behind with 32 percent, MSN at 27 pércent and AOL, the milk and cookies version of the

Internet, drags in at nine percent.

Retailers Target and Starbucks are, respectively, third and fourth in the US & Canada,
making tech and retail the categories to most impact our readers.

Although trailing Wal-Mart in actual sales, American department store
Target gets points beyond just price (Wal-Mart's primary offering).
Target's fourth year in the top five US & Canada Brands reflects the public’s
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love of the reasonably priced, upscale retailer.

Shopping for bathmats, a Target shopper feels smart, savvy and, dare we say, sexy. It
appears that while we're glad to get a year’s supply of toilet paper at Wal-Mart for a
nickel, the experience doesn‘t exactly linger beyond the checkout line. Perhaps this
explains why Wal-Mart placed 18th to Target’'s 2nd.

Despite offloading its underperforming divisions in 2004 (Marshall Field’s and Mervyn’s),
Target is rumored to be looking to expand. Canadians may see their beloved Hudson’s
Bay Company acquired by the retailer in 2005.

Though experimenting somewhat outside of its charter with breakfast and lunich: options in
select markets, and offering branded music compilations, it seems safe to assume that
Starbucks’ impact on the daily need for caffeine isn't wanmg A relatively cheap treat,
Starbucks is a good example of socialized luxury.

Reflecting an incredible rise in the US & Canada results is ®ixar at fifth place, up from
eighth in 2003 and 31stin 2002.

Still under the partnership thumb of its di: nbutor Dusney (and majority-
owned by Apple’s CEO Steve Jobs), Pixi

film in 2004; The Incredlbles Comp

‘\§z

eration of ¢
with Pixar) n

Placmg 37th Disney (a comprehens e
businesses making it difficuit to really
most notably in 2004 by declining to release
9/11 from Michael Moore.

pomt we should remlnd our readers that a brand S overall “impact” could
be positive or negative.)

Brand cults-of-personality who were listed did quite well in the US &
Canada results. The follicly-adventurous real estate and reality TV
developer Donald Trump came in seventh, just above imprisoned
home-economics guru Martha Stewart (eighth) and daytime TV icon
and Pontiac shill Oprah Winfrey (tenth).

Two Internet companies, Amazon.com and eBay placed sixth and ninth respectively.
Both brands survived the dot-com bust and are thriving by heeding the qualities of
successful offline brands: fulfilling a market need with reliable service.

Europe & Africa: IKEA inches up

Swedish retailer IKEA topped results in the Europe & Africa region |
in 2004. Although the Swedes may at times grow weary of the ’
assemble-it-yourself furniture giant, the rest of Europe Is still
reveling in the opportunity to buy Scandinavian designs on a shoestring budget. Europe
represents 81 percent of the furniture giant’s sales (North America is 16% and Asia just
3%).

As for interest in the brand, consider that IKEA’s is the world's most widely read catalog
with145 million copies printed in 2004 (and not a single naked person).

http://www.brandchannel.com/print_page.asp?ar_id=248&section=main

Page 4 of 9

1/16/2008



brandchannel.com | Brand Rankings by Impact 2004 | Readers Choice Awards 2004 | Glo... Page 5 of 9

IKEA has come a long way from selling pencils but its success is not assured. Fellow
Scandinavian furniture retailer, ILVA has plans to exparnid beyoiid its bordérs, adding to
IKEA's competitor list. First stop: the UK in '05.

Speaking of the UK, Virgin splits Swedish retail brands IKEA and H&M (third), by finishing
second in Europe & Africa.

not possible to parse through what
is point, it must be possible to

Virgin has so many busfnesses that it"
impacts out readers specifically. B
live a complete Virgin life fro
entertainment, drinks, cosmetics, finart
Next stop space, literally.

suspect the voters for Virgin in this ranking s - : ;
talent for making us fesl like winners just for cheasmg Virgin cannot be uﬁderestzma*&d
sven if his success at reality TV should have been.

SW?diS"i ciothmg retaiiei H&M Qperates on EKE:A s ;:mii

*get what ycsu pay for” fcsrmuia to the c" ;
frocks so low-pricad they're practicaliy dis
Spain’s Zara, which placed eighth here, typsca iy price
lighthearted decision.

The company’s extraordinary expansion brings it to a total of over 1,000 stores
worldwide. Ninety percent of H&M's sdles happen beyond its borders, with Germaﬁy {not
Sweden) as MH&M's biggest market. In 2004, H&M acquired Germany's Gap chain,
simulitansously increasing retaill logations and decreasing competition.

Sliding since 2001, but still. within the top five, Finnish
telecommunications brand Nokia comes in fourth in Europe & Africa.
Still the world’s leading celiphone maker nokiahohcs are regularly
treated to design and technology. innovations from mul edia messaging to Java
applications to EDGE or GPRS wireless web access.

But why is Nokia sliding from its number one placings in 2001 and 2002? Probably
because by failing to add a toaster to recent maodels, Nokia has become its own worst
enemy. Ratcheting up its innovation half-life to an unmaintainable degree, Nokia
disappoints fans when it slips with inconsistent designs or simply slows down to mere
human levels.

Europe and Africa, coming in ahead of competitor BBC (at ninth place)

Accused of bias (an argument we have not the tipple nor time to enter
into here), Al Jazeera presents.an alternative point of view to those who
until recently had only CNN or BBC to supply "world" news views.
Compared with 2003, Al Jazeera has: climbed.over eight other brands to
place fifth in both 2004 Global and 2004 Europe & Africa results.

Asia-Pacific: Sony sees enemies at the gates

Consumer electronic brands lead in Asia-Pacific with Sony in first followed by Samsung and
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LG. The close results of these brands perfectly reflect the zeitgeist of the marketplace in
which they compete.

As the Asia-Pacific brand with the most impact in 2004 (eleventh Globally), Sony is working
harder than ever to innovate in each of its various and varied divisions.

Film, music, electronics, and semiconductors: Sony is invoh‘zed_ in just about every aspect of
entertainment from delivery systems to content. In 2004, its music division merged with
BMG to form Sony BMG, second now only toUniversal Music.

Still, as popular as Sony is in the consumer-market; it’s obviously struggling. Strong
competitor challenges from every part of its business as well as the public’s endless
expectation of lower prices for digital equipment, have led to lower profits acrass the
industry. Sony is countering with an investment in | rtnering with its owr et
including NTT DoCoMo and Samsung, to deve’lcp new

instead.)

Part of Sony‘s headache must include the strong showing of Korean chaebols Samsung
(second) and LG (third).

Although Samsung’s businesses sprawls from semiconductors to oil and
textiles, we assume the brand impact measured here Is from its

consumer electronics division Samsung Elect

Like Sony, Samsung now fights on many different fronts and ended 2004 by warning of
lower profits than expected. But the Korean brand has been on a strong rise for the last
couple years by turning its product from cheap to smart, investing in quality design and
technology, and generally surprising consumers with competitively priced, quality products.

Samsung is also drawing praise in its appliance business. Now third in the global appliance
sector (behind Whirlpoo! and Electrolux), Samsung unveiled smart products in 2004, such as
the germ-free fridge.

Similar in scope to Sony and Samsung’s diverse businesses, LG places
third among brands with the most impact. The Korean consumer
electronics brand appears to be trying to beat Samsung at its own game
by countering a traditionally poor image with a better quality product.

Last year kicked off with LG’s pledge to become one of the top three global electronics
brands. As part of the strategy, it has set its hopes on the handset division where the theory
is that loyalty to the brand’s phones will create a halo effect on other product. Sales rose
from US$ 6.9 million in 2000 to US$ 44 million last year (beating Sony Ericsson and placing
fifth in the world for handsets).

Back to Japan where Toyota places fourth. The automaker’s serious approach to perfection
is reflected in sales and prominence In the industry worldwide. Toyota is the largest
automaker in Japan and second worldwide only to General Motors. (GM has 15% of the
world market; Toyota rose to 13% while Ford sunk to 11%.) While not the number one
automaker, Toyota did turn the most profit in 2004: US$ 11.1 biilion (to GM’s 4.04 billion
and Ford’s 2.67 billion).

Toyota also received many write ins for its Scion line (a sub brand in the US), which seems
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to be gaining enormous interest beyond the brand’s traditional market.

Ranking fifth in Asia-Pacific is Australia’s Lonely Planet. No longer
targeting the backpacker segment, the 31-year-old travel guidebook
brand has grown more conservative with age. Its more maingtream
approach to content has attracted a larger readership while also placing
the once strongly differentiated brand squarely in the path of
competitors.

The brand has made good use of the Internet with its travel forum Thorn Tree, and branched

cannot be underestlmated and can Iead to llfeiong b_ loya, -y Ttis for tms reason that
Lonely Planet's overwhelming priority should be constant quality control of its content.

After weathering colossal threats to the travel industry in the last three years (SARs,
recessions and September 11th), it will be interesting to see how Lonely Planet now handles
the rewrite on Asian tities affected by the tsunami to compensate for resorts and “places to
eat” that are no longer there.

Rounding out the top ten in the region are, respectively, Singapore Airlines and Qantas,
the financial mammoth HSBC, Japanese automaker Hon and nudie drinks, Australia’s
answer to the well-publicized Innocent Drinks brand in the UK.

Latin America: Cemex cements top spot

At the top of the 2004 Latin America brand rankings is Mexican cement brand Cemex. The
third largest cement company in the world, Cemex’s recent success can be traced in part to
Mexico's housing boom, as an increase in government mortgage loans has led to an increase
in dévelopment, However the brand’s finishing is surprising when compared to other regions’
tech and retail favored results.

Nearly a hundred years old, Cemex reported that 2004 net income was
ﬁx more than double 2003’s net. Growing at a comparable rate is Cemex’s

debt, now at US$ 5.6 billion, which the company claims is one percent

less than the year before. At this rate, Cemex should be debt free just
in time for Mexico to reclaim Texas and California.

~EEm

Three beverage brands land in Latin American’s top five; Mexico’s Corona places second,
Cuba/Bermuda’s Bacardi places third and Chile’s Concha y Toro is fifth (knocking off Café de
Colombia), leaving bakery brand Bimbo (fourth) to soak in all the booze.

These rankings represent no change from the 2003 Readers’ Choice Award results for
Central & Latin America.

Grupo Modelo’s Corona holds the majority of its home market in Mexico, and it does an
effective job of selling an image of sun and sand to the rest of the world.

In 2004, Bacardi added to its stable of brands (which includes Dewar’s, Bombay and
Martini), including the (estimated) US$ 2 billion purchase of the incredibly successful Grey
Goose brand from Sidney Frank.

Chilean wine brand Vifia Concha y Toro reflects the overall healthy
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Chilean wine industry. Chile's wine market increased 26 percent

between September 2003 and October 2004, and of that market, Concha y Toro holds more

than 20 percent between its fifteen vineyards. Sales for 2004 were up 3.8 percent with more
than half of the revenue coming from exports to nearly 100 countries. The brand follows the

Chilean industry model of offering good quality wine at popular price points, but it receives a
lot of attention, praise and awards from critical entities like Wine Spectator, Wine Enthusiast,
Descorchados and Wines and Spirits.

Mexican brand Bimbo, the third largest bread maker in the: world and
market leader for flour-based pro in the Amerlcas, reported --:ear—
over-year increased sales of 7.7 ; st
Latin America sales were up 4.9
been blamed, in part, on the lo-

car

rat:ed

With no monumental news in 2004, it becomes difficult to know exactly why our
this brand with such a high impact. Siill, like the coffee ( rguably the a
the survey, bread is a daily part of most lives, and no one does bread quite like Bimbo.

jlian flip-flop brand

Brands rounding out the top ten in Latin Amegrica inclu
| finishing sixth, It was followed

Havaianas, capturing voters’ fancy as a footwear trend a
by Mexican airline Aeroméxico at seventh place.

relatively small |nd|v1dua| growers under tﬁe more powerful Café d
Colombia brand (sub-brand and retail outlets include the Juan Vaidez
brand).

In addition to reaching more markets abroad, Café de Colombia hopes to brew domestic
interest in its own product at home. Presently Colombians only drink 1.2 million of the 12
million sacks of coffee sold each year by the brand.

Rounding out the top ten for Latin America brands are Brazil’s largest industrial company,
Petrobras (ninth) and the nation’s cosmetic brand Natura (tenth).

Top 5 in all regions:

Global Asia-Pacific rope & Afei cen _l,& tatin Amarica North America
1. Appie* 1. Sony P 1. Apple

2. Google** 2. Samsung 2. Virgin 2. Corond 2..Google*

3. Ikea* 3.LG* 3H&M 3. Bacardi 3. Target*~

4. Starbucks* 4. Toyota™” 4, Nokia** 4, Bimbo 4. Starbucks

S. Al Jazeera 5. Lonely Planet 5. Al Jazeers 5. Viﬂ"a-c'oncha yTolro 5. i'lnr

Methods to the Madness: What, who, when, how

The annual Readers’ Choice Awards are a chance to recognize the brands that have the most
impact on our lives each year. Impact can be either positive or negative,
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A total of 1,984 brandchannel readers from 75 countries voted online between November
and December 2004.

A shortlist for each region is provided but readers are given a chance to write in brand(s} to
compensate for omissions on the part of brandchannel.

The shortlist comprises brands that were highly visible that year. Write in votes carry equal
weight to listed brands unless the brand is already listed in the shortlist, in which case we
accept up to 10 write ins for one brand.

Voters are allowed to vote for up to five brands per region and complete the demographics
section once. Respondents can only vote once per region. No section of the survey is
mandatory, which expiains the varying response rates by region.

Respondents per region equal: 1,984 for Global, 935 for US & Canada, 858 for Europe &
Africa, 655 for Asia-Pacific, and 408 for Latin America.

Voting is open to anyone. Rankings are compiled purely on the basis of reader results. We do
not influence the results through weighting, sampling or a flawed electoral college.

Our readers are interested in brands and branding. They are online and are therefore
presumably familiar with technology. Of course, they are above average in intelligence,
curiosity, good looks, taste, charm.

Sixty percent of voters identified themselves as men; the strongest group of voters fell in
the age range of 26 to 35 years old.

Previous year results are equally fascinating: 2003, 2002 and 2001 or view charts of this

year and previous year's surveys.
[31-Jan-2005]

Brandchannel will be conducting a similar survey for 2005. For those wishing to
participate in the initial drafting of a shortlist in the autumn of 2005, please email us with
a brief description of your expertise and regional background, you will be contacted in
September/October of 2005.

If you have a question about the rankings or just want to chat, you may email us or even
call at +1.212.798.7663.

Robin D. Rusch is Editor-in-Chief of brandchannel.

Copyright € 2001 - 2008 brandchannel. All rights reserved.
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The Search Is Over:
oogle Wins in 2005

By Robin D. Rusch

Which brands had the most impabtt on us
in 20057 From.:Argentina:to Vietnam,
voters rank the brands that made them
stand up and take notice in our f:8h
anausl Readers’ Choice Awiels. Perennial
favorites Google, Apple, Nokia and lkea
are joined by newcsmers e Skype,
cralgslist, movistar and Lance Armstrong.
Global: Google Tops Ranking (view results)
In 2005's resuilts, Google took the lead from Apple in
1d : a back and forth contest

& two inngvative tech
-out-does the other, and this

through the ye
companies. Each y
- time it is Google's tu

" brand also treated us “to Google Ea rth arguab yE the
greatest thing to hit the Internet since porn.

Prior to Google; life was a source of wonder wsth Ag answers; with Google; we are
all instant scholars. Those worried that the company might run out of ideas
Google Labs—a welcome assurance that motre ts are close on the horizon,

___a tremendous amount of new

Equally impressive on the innovation front; Apple unveil
product in 2005, prompting pundits to specul
exhaustion. (Just how low are our expectations?) i 0, i
Mac mini, and Tiger operating system all emerged from the busy Cupertmo workshcp this
past year.

Well below these two Ieaders but roundmg OUt the top fve for Global brands are

Internet. Skype is not-alone fn the ﬁeld or unhmdered for future growth compenrors
include Goovgle Talk, Vohage; and SIP: hurdles include Luddites.
Europe & Africa: Nokia Dials Back (view results)

http://www.brandchannel.com/print_page.asp?ar_id=298&section=main
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. Nokia pulled back
ip to number one for
urope & Africa after
ing m the past
....................... TS | ﬂrst place

)
hen fourth in 2004.

Ren‘ew-ai"- is listed as

continues to dommate world mobile phone ‘feltowedf by Motorola then Samsung ‘and

LG.

Swedishi retailer Tkea has lurked at the number one or WO spot for the last four years, in
2005, it settles into the second spot behind its ea
20 new stores in 2005, helpfully showing 410 milli
budget with cheap Scandinavian design.

What's next for the home furnisher? Probab more St
wanits to really rock our world, then we suggest an Ikee
allow Ikea lovers to indulge in a complete
be replaced with the popular lkea cata1ogue, Ty COL P

the door handle alongside requests for next morning s breakfast, Assemblmg the bed
before sleeping could be optional.

New to the list this year and caming:in third is
third. We placed Skype in Europe & Africa b
a Eurgpean company and continues to hea quarter in Lu urg (eBa

September). Assuming Skype Is still ringing off the hook by the end of 2006, it will move
to the US & Canada list.

Finishing out the top five brands in Europe & Africa are Spanish clothing retailer Zara and
Germaiy car manufacturer BMW.

US & Canada: Apple Polishes Off Google on Home Turf (view results)

Slmilar to t:he el ¢ t, the two have shared tcp
five distinction in the US & Canada results for the last
"t four years.

ce, Starbucks continues to waft
through our . We asked readers to choose those
brands that had the most impact on them in 2005;
Starbucks is for many a daily ritual, made more
noteworthy by the cost and experience of choosing this
! retailer over the corner street vendor.

Scooping thlrd )

Mega-retailer Target has been sinking since holding the first place position for 2001 and

2002, before falling to second position in 2003 and then third in 2004. In 2005, it queues
up at fourth position. Unigue among other national retailers in its focus on des gn, Target
probably faces: steep competition with the expansion of Ikea and Wal-Mart throughout the

http://www.brandchannel.com/print_page.asp?ar_id=298&section=main

Page 2 of 5

1/16/2008



brandchannel.com | brandchannel Readers Choice Awards 2005 | Brands Rankings, Resea... Page 3 of 5

us.

American athlete and seven-time Tour de France winner Lance Armstrong brings up the
tail of the top five brands. Armstrong joins craigslist and Whole Foods as new entrant
notables who made the top ten for US & Canada brands. The Armstrong brand boasts an
irresistible story of record-breaking success after the cyclist's death-defying recovery from
cancer. A genuine specimen with no supplemental hype.

Global Internet listing site craigslist (a possible omission from our list in previous years)
perhaps placed so high in part due to a revived economy in 2005, causing users to flock
online in search of jobs, employees, housing, or love, while natural foods chain Whole
Foods reflects the commitment of those who are choosing organic, pesticide- and cruelty-
free food production over processed Frankenfoods.

Asia-Pacific: Sony Stays Steady (view results)

i four of the five
i joined by fellow Asian

: sometimes collaborator with Sony) a!
;i fourth.

Drlving past Samsun s -(Wthh had been hovering.in the

Deposited at fifth place is the multinational bank HSBC.
good or bad impact, or something else entirely—brand a
been on an acquisition spree particularly in the last five y
corporation in the world ranked by assets.) Large mu
immediately loved, and it's not apparent that HSBC h
other than that of impersonal corporate giant. That sald,
on one's life, and with more than 100 million customers,
balance to fifth place.

1 banks are ngt often
2 anything to affect an image
bank does havea blg impact
‘that could certainly launch HSBC's

Central & Latin America: Drinks Dominate (view resuits)

First place is Corena, chased down by B
s sl Cantral and Latin America brands. It's pos: ‘
“““““““““ S - _ ¢ d-rink but more Iike._‘ rands

¥ to strong recog'nltlon across a broader seg ent of the

hitp://www.brandchannel.com/print_pagz.asp?ar_id=298&section=main 1/16/2008
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voting population.

Movistar, a mobile phone operator from Spanish firm Telefénica, rings in at third place in
our poll. Rebranded as movistar just last year, the brand took off rapidly, causing some to
suggest it will burn out just as quickly. Other voters seem delighted by the communication
campaigns and optimistic about the brand's longevity. The support of any market is
dependent on the brand's ability to deliver on the promise, which in the case of phone
operators distills to service, service, service.

Rubber sandal maker Havaianas slides comfortably into fourth place. A fashion trend that
doesn't seem to end, the fun footwear has found a place in wardrobes worldwide. A rare
brand that cultivates fierce loyalty despite being iow-cost and nonexclusive. Mexican cement
manufacturer Cemex falls to fifth place.

T4 Havaia nu

~ Denotes move up from 2004 / ** Denotes move down / now denotes new to the list

Methodology: Who Decides?

While it's true that our readers appear at first glance to be easily lured by shiny design,
innovative technology, coffee, and booze, they shoufd not be dismissed as a bunch of
hyper-caffeinated gearheads. Year after year brand el voters ideritify brands that the
mainstream world eventually catches up with; |mpact is felt first by these early adopters.

Over 2500 peopie from 99 countrles voted m the 2005 poll The greatest number of voters

Slightly more claim employment with actual brands as op_posed to agencnes

Respondents per region equal: 2528 for Global; 1295 for Europe & Africa; 1158 for US &
Canada; 841 for Asia-Pacific; and 508 for Latin Ameérica.

Brandchannel conducts the study each year under the following conditions:

¢ Readers are instructed to vote for the -brands:that had the most impact on them that
year.

s Impact is defined as good or bad, (Bad ispact might be a brand like Enron.)

e The study runs online and is open to the public during November and December.

e Votes can be cast for up to five brands per region; respondents can only vote once
per region but no section is mandatory.

We recommend an immediate cessation of all other distractions while you browse previous
year results.

Thank you to all those who voted. We salute our discerning readers and urge the rest of the

world to heed the impending impact of their choices.
(23-Jan-2006]

http://www.brandchannel.com/print_page.asp?ar_id=298&section=main 1/16/2008
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Robin D. Rusch is Editor-in-Chief of brandchannel.

Copyright & 2001 - 2008 brandchannel. All nights reserved.
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Similar Search Results:
Google Wins

By Anthony Zumpano

Googile and Apple top the vesults of our
Readers" Choice - Awards —again.
Surprised? We dicin't think so. But that
doesn’t miean it was business as usual
for either brand last year. Both launched
hew prasiucts, made deals, and
continued to innovate in ways that made
the most impact on readers in 2006.

Global: Bow to Your Google

Google hogged technology headlines and spread its

O ubiquity (which is a nice way of saying "world

Your tOp five: dominance") throughout 2006. The dust barely cleared
1. GOOgie ; on its US$ 900 million deal with News Corporation to
2 Apple provide service to sites such as MySpace when it

’ purchased video site and workplace time-waster (as
3. YouTubs well as third-place finisher) YouTube for $1.65 billion.
4. Wikipedia } But perhaps its most noteworthy brand achievement
5. Starbucks last year was the addition of the verb "to google” in two

major English-language dictionaries. (More valuable to
shareholders was the stock price cracking the $500
barrier.)

>> sae the full resuits.

Apple barely edges YouTube for the runner-up slot. The company launched its first

computers powered by Intel processors (as it phased out those by Motorola), the iTunes
Music Store sold its 1 billionth song, and so far, people haven t been chucking their jPods
for the Microsoft Zune. Apple CEO/deity Steve Jobs has (so far) survived an investigation

coricerning backdated options; similar scandals have felled several other CEOs, In 2007
Jobs plans to walk on water, which he will then turn into wine.

Following Apple are two Readers' Choice newcomers: the aforementioned YouTube, and
the spreading-like-Google Wikipedia. The backbone of both brands:is user-created
content: one allows you to watch (or upload your own version of) a "Mentos eruption”
that occurs when you slip the chewy candies into a bottle of diet cola, while the other
details why this junk-food fireworks takes place.

YouTube launched in 2005, and this year, with 20 million monthly visitors, exploded like
Mentos in Diet Coke and was named Time's “Invention of the Year." And did we mention
that Google bought it for $1.65 billion in stock?

Since its creation comparatively eons ago (2001), Wikipedia grew slowly and steadily
(pages in well over 100 languages, with more than 1:5-million articles on the Enghsh
version alone) as it became the premier—if not always accurate—online research tool.

http://www.brandchannel.com/print_page.asp?ar_id=352&section=main
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In a virtual tie for fifth place are perennial favorites Starbucks and Nokia; proving
caffeine and cellphones haven't gone out of style. In 2006, the Java giant added more
producers of the film Akeelah and the Bee. Nokia and Slemens AG createv;i one of the
world's largest network firms, called Nokia Siemens Networks, by merging their mobile
and fixed-line phone network equipment businesses.

Europe & Africa: IKEA Assembles a Winner

IKEA wrestled the top spot from Nokia, which slipped
Your ton five: to third behind Skype. The Swedish-founded, Dutch-
P : headquartered home-prod ts retaller ex anded its

1. IKEA i
2. Skype

3. Nokia |

4. Zara more: stores, including: one m Tokyo and premlere

5. adidas ’ locations in Romania and Narthern Ireland.

> 586 the full senalls,

last year to 8 million. The
Luxembourg-based voice over IP {VoIP) company, which wa: purchased by eBay in 2005,
is now supported by over 120 devices that run Windows Mobile 3. (St
acolytes were able to download the first video-enhanced rele October.)
Some techies grumble that the code is closed-source, unlike competlng protocol SIP, but
Skype addicts don't seem to be complaining.

Nokia staved off competition in 2006 by aggressively marketed its low-priced-mobile
phones, but its high-end N93 smartphone, which is packed with multimedia functions
including the recording of DVD-quality video, won several awards and may well beat the
iPhone to the punch when the latter is released later in 2007. Rounding out the Top 5 in
Europe/Africa are Spanish clothing retailer Zara and German appare! company adidas.

US & Canada: Apple Shines Again

While Google kept its top Global ranking, _Apple held on
to its number-one spot in North America. Its notable

Your top five:
P 2006 product releases included the Intel-powered

1. Agple . . MacBook and MacBook Pro notebook computers, which
2 YouTube ~ 7w replaced its three-year-old G4 iBook and PowerBook,
o “ 4 respectively. The year also saw upgraded iPods

3. Gioogle " including a revamped Shuffle that's teeny—Iess than
4. Starbucks ¢ half the size of the original—and carries a $79 price

5. Wiki ia tag, ensuring that few will be priced out of the privilege
ped i of wearing the familiar white headphones;

>> see the full regults.
. Though: Apple hasn't.yet taken credit (or blame) for.it,

the company is also responsible for the proliferation of
products whose names begin with a lowercase J, even if they're not iPod compatible. (We
wonder how many brand names in the early 20th century borrowed the consonant from

increasingly annoylng "I'm a Mac..I'm a PC" ads), the company, which altered its brand
by dropping "Computer” from its name, will likely be a top contender in next year's poll.

Considering Google's purchase of YouTube ($1.65 billion!), it's fitting that the two brands
finished within a few votes of each other. While most people know that second-place

http://www.brandchannel.com/print_page.asp?ar_id=352&section=main 1/16/2008
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YouTube caught fire in 2006 because of the number and diversity of videos available, it
should be noted that its popularity was driven by the technology under its hood, which
makes videos as easy to upload as they are to play.

Google is more than a Spartan but efficient search engine; it's a company that has
developed and acquired many applications and products. Blogger, the popular blog-
publishing system purchased by Google in 2003; launched its fatest version, adding new
features and migrating users to Google servers. The company released a mobile version of
its Gmail, its free web emaii service that offers enhanced spam protection and a large
storage capacity. (Oh yeah, and they bought YouTube=-did we mention how much they
paid?)

Bean king Starbucks continues to enjoy a latte success. During the 12-month period
between October 2005 and October 2006, the company opened 733 new licensed retail
stores in the US. In line with its attitude that it's not merely a coffee brand (but rather a
lifestyle brand that happens to self coffee), Starbucks owns and operates the Hear Music
franchise. Where the typical Starbucks outlet sells a few CDs within a coffeehouse setting,
Hear Music locations feature. listening stations and allow users to purchase, download, and
burn custom music €Ds (while downing Starbucks beverages, of course).

In its first appearance on a Readers' Choice ballot, Wikipedia cruised into fifth place for
the North America region. A boon to people for whom research meant sifting through
Google-search results (or, at an earlier time, thumbing through the World Book
Encyclopedia), this user-developed reference site is often a starting point for people
looking stuff up. Time magazine named "You" its Person of the Year because of sites like
Wikipedia (and blogs, YouTube, and MySpace), whose content—and, one can say,
branding—is enhanced and shaped by its users. The magazine also named Wikipedia
founder Jimmy Wales one of the most influential people in the world, though it's more
accurate to say that Wikipedia's users are the influential people in terms of the brand.

Latin America: A Toast to Beverage Brands

H——" I ———— The top four Latin American brands maintain their
y e positions for the second consecutive year. As we
_ Your top five: noted last year, Corona and Bacardi likely
{. i benefited more from brand awareness among our
I readers from outside the region than actual impact.
. (We could also conclude from the vote tally that our
readers are more likely to imbibe beer than rum.)

If you own a cellphone in South America, it's likely
; that your service:provider is third-place movistar.
s> seathe full resuts, = | Though the brand's owner, Telefénica, Is based in
Spain; movistar has a huge (and growing) presence
in other Spanish-speaking countries. (In non-
Hispahic countries like Germany and the Czech Republic; Telefonica operates under the
02 brand.) In Peru, for instance, the brand expanded its client base 48 percent in
2006. With flip-flops becoming more acceptable as work attire (to the consternation
and/or revulsion of some traditionalists), Brazilian sandal brand Havaianas steps into
fourth place. Food conglomerate Bimbo, the owner of brands including Wonder Bread,
came in fifth.

Asia-Pacific: A Tale of Two Sonys

For perennial Asia-Pacific winner Sony, it was the

E Your top five: best of times, it was the worst of times. Gamers

http://www.brandchannel.com/print_page.asp?ar_id=352&section=main 1/16/2008
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drooled at the release of the long-awaited
PlayStation 3 game console, and Sony's digital camera, mobile phone, and film
divisions (Talladega Nights: The Ballad of Ricky Bobby drove in $162 million worldwide)
were successful. But laptop users were inconvenienced (or, in some cases, risked
burns) by malfunctioning Sony-made batteries. Companies including Apple, Toshiba,
Dell, and Lenovo recalled millions of these power cells, resulting in a second-quarter
net-income loss of 94 percent.

Toyeta keeps on rolling as a dependable, safe, well-iiked auto brand. Notable 2006
releases from the company, which also owns the Lexus and Scion brands, were the
Belta (known in North America as the Yaris), a compact economy model that boasts
gas mileage. up to 40 miles per gallon, and the retro S"por‘ty/outdoor‘sy FJ Cruiser With
the rise in gasoline prices, demand for the hybrid Pri
the slumping Big Three US automakers didn't have e _‘ugh to worry about CNN
reported that Toyota is on target to become the world's largest automaker in 2007.

Multinational bank HBSC cashes in at third place, its highest ranking ever. By mid-
2006 the money monolith overtook Citigroup as the world’s biggest bank by assets.
(That's $1.74 trillion, most of which is not mvested in fow=return certificates of deposﬂ:
we're sure.) It expanded deeper into Latin America with the purchase of Argentina-
based Barca Nazionale del Lavoro and Panama-based Grupo Banistmo, the largest
financial-services company. in Central America,

Closing out the top five are perennial favorites Samsung of South Korea and Honda
of Japan. In 2006 Samsung was a leading brand in mpetitive flat-panel TV
market and also introduced the K5, yet another answer to the iPod. (Steve Jobs still
sieeps well at night.) Honda ot only maintained its market share as a manufacturer of
cars and motorcycles (among other things), it continued to promote its humanlike
robot, ASIMO, which took another leap forward—some would say "downward"—when it
unintentionally displayed human kiutziness by falling down a flight of stairs.

Giobal Asia-Pucific Central & Latin America Europe & Africa  US & Canada
1. Google 1. Sony f.Corona 1. Kea' 1. Apple

2. Appie 2. Toyoia 2. Bacardi 2. Skype* 2. YouTube
3. YouTube 3. H8BC* 3. movistar 3. Nokia** 3. Google**

4. Wikipedia 4 Samsung*‘ 4. Havaianas 4. Zara 4. Swarbucks™
5. Starbucks** 5. Honda 5. Bimbo* 5. adidas 5. Wikipedia

* Doy move up kom 2005 ** Uenotus move down from 2006 BOLD aenuies new lo the awards list
Generating the Results: How'd We Do That?

Unlike-other-brand rankings that crunch financial numbers, the Readers' Choice poll
measures brand impact according to brandchannel readers. "Impact” can be good or
bad. For instance, Sony could have impacted you positively with its PlayStation 3,
negatively with a malfunctioning laptop battery, or both.

The study runs online and is open to the public during November and December. Votes
can be cast for up to five brands per region; respondents can only vote once per region
but no section is mandatory.

More than 3,600 people from 99 countries voted in the 2006 poll. The greatest number

of voters fell in the age range of 26 to 35 year olds, with an almost equal number of
men and women. Voters claiming employment with actual brands as opposed to

http://www .brandchannel.com/print_page.asp?ar_id=352&section=main 1/16/2008
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agencies was greater by half.

Respondents per region equal: 3,625 for Globai; 1,595 for US & Canada; 1,420 for
Asia-Pacific; 1,358 for Europe & Africa; and 581 for Latin America.

Track the results of your favorite brand through the years by viewing past results.
A special thanks to all those who voted!
Now that the 2006 results are in, what do you think will happen in 2007? Join the

debate now!

[29-Jan-2007]

Anthony Zumpano lives and works in New York.

Copyright © 2001 - 2608 brandchannel. All rights reserved.
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BRANDZ iop 100 Bras
BRANDZ RANKING

.

2 GE (General Electric) ;
s Sk e
““““““ 4 | Coca Cola (*)
5t China Mobie
e Pt S
VVVVVVVVVV 7 Wal-Mart
8  Citi
9 | IBM

PG meviess SwdiieGewes

1 1 MMcDonald's ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,
12 Nokia
| ”13 " Bank of America
14 BMW
15 . HP

J170UPS
,,,,,, 18 WellsFargo
19 ~ American Express

20 Louis Vuitton
21 Disney
22 : Vodafone
23 NTT DoCoMo .

24 Cisco mEERE o amo
,,,,,, 26 | Home Depot R

27 | SAP
"""" 28 | Gillette
29 "Mercedes
30 oOracle
31 HsBC

32 Tesco

34 Verizon Wireless

36 §Honda

*Source: Miltward Brown Optimor (including data from BR&NDZ", Datamonitor; and Bloomberg)
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Cola Company

- China Mobile
. Marlboro ;
. Wal-Mart - Wal-Mart Stores, Inc.

wsiness Machines Corp, o 36,08

Cinte! Corporation

Yodafone Group Pl

. Yahoo! Inc.
Oracle o
HSBC Holdings ple
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Fortune: Most Admired Companies: Top 20 Page 1 of 2

Home Fortune 500 Technology Investing Management Rankings

FORTUNE IMERICA'S OST ADMIRED CONPANIES 2005 -

. : d

Top 20 Full list Companies Industries

No. 1s Best & Worst States Global

Top 20 Stoc

For the 20 most admired companies overall, FORTUNE's survey asked
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Int. Cl:9
Prior US. CL: 26

. o Reg. No. 1,678,312
Um?edstge:sml? g.ﬁt“e&‘ig@inﬂm N Regisfered Ngv. %9, 1977
TRADEMARK

Principal Register -

APPLE
4pple Computer, Inc, (California corporation) ‘ For: COMPUTERS AND COMPUTER PROGRAMS
20863 Stevens Creek Blvd, RECORDED ON PAPER AND TAPE, in CLASS 9
Cupertino, Calif, 95014 (US. CL. 26).
. ' First use during Aprit 1976; in commerce during April
. 1976.
Ser. No. 120,444, filed Mar. 25, 1977.

G T. GLYNN, Examjner



Int.CL: 9

Prior US. CL.: 26, 38

. : Reg. No. 1,114,431
United States Patent and Trademark Office Registered Mar. 6, 1979

TRADEMARK

P_rincipal Register

Apple Computer, 'Inc. (California corporation) For: COMPUTERS AND COMPUTER PROGRAMS
10260 Bandley Drive RECORDED ON PAPER AND TAPE, in CLASS 9
Cupertino, Calif. 95014 (US. CLS, 26 and 38).
First nse during January 1977; in commerce Jaouary
1977.

The mark consists of a silhouette of an apple with a
a bite removed.

Owner of Reg. No. 1,078,312.

Ser. No. 162,799, filed Mar. 20, 1978,

J. TINGLEY, Examiner



Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

VUnited States Patent and Trademark Officg

Reg. No. 2,715,578
Registered May 13, 2.003

TRADEMARK
PRINCIPAL REGISTER

APPLE COMPUTER, INC. (CALIFORNIA COR.
PORATION)

1INFINITE LOOP
CUPERTINO, CA 95014

FOR: COMPUTERS HARDWARE; COMPUTER
HARDWARE, NAMELY, SERVER, DESKTOP, LAP-
TOP, NOTEBOOK. AND SUBNOTEBOOK. COMPU-
TERS; HAND HELD AND MOBILE COMPUTERS;
COMPUTER TERMINALS AND MONITORS; PER-
SONAL DIGITAL ASSISTANTS; PORTABLE DIGI-
TAL AUDIO PLAYERS; ELECTRONIC
ORGANIZERS; COMPUTER KEYBOARDS,
CABLES, MODEMS: AUDIO SPEAKERS; COMPU-
TER VIDEO CONTROL DEVICES, NAMELY, COM-
PUTER MICE, TRACKBALLS, JOYSTICKS AND
GAMEPADS; A FULL LINE OF COMPUTER SOFT-
WARE FOR BUSINESS, HOME, EDUCATION, AND

DEVELOPER USE; COMPUTER PROGRAMS FOR

PERSONAL INFORMATION MANAGEMENT: DA-
TABASE MANAGEMENT SOFTWARE; CHARAC-
TER RECOGNITION SOFTWARE; TELEPHONY
MANAGEMENT SOFTWARE; ELECTRONIC MAIL
AND MESSAGING SOFTWARE; TELECOMMUNIL
CATIONS SOFTWARE, NAMELY FOR PAGING;
DATABASE SYNCBRONIZATION SOFTWARE;
COMPUTER PROGRAMS FOR ACCESSING,
BROWSING AND SEARCHING ONLINE DATABA-
SES; OPERATING SYSTEM SOFTWARE; APPLICA-
TION DEVELOPMENT TOOL PROGRAMS; BLANK
COMPUTER STORAGE MEDIA; FONTS, TYPEFA-
CES, TYPE DESIGNS AND SYMBOLS RECORDED
ON MAGNETIC MEDIA; COMPUTER SOFTWARE

TRANSFERRING, MANIPULATING AND DISSE-
MINATING A WIDE RANGE OF INFORMATION;
COMPUTER SOFTWARE FOR USE AS A PRO-
GRAMMING INTERFACE; COMPUTER SOFT-
WARE FOR USE IN NETWORK SERVER
SHARING; LOCAL AND WIDE AREA NETWORK-
ING SOFTWARE; COMPUTER SOFTWARE FOR
MATCHING, CORRECTION, AND REPRODUC-
TION OF COLOR; COMPUTER SOFTWARE FOR
USE IN DIGITAL VIDEO AND AUDIO EDITING;
COMPUTER SOFTWARE FOR USE IN ENHAN-
CING TEXT AND GRAPHICS; COMPUTER SOFT-
WARE FOR USE IN FONT JUSTIFICATION AND
FONT QUALITY; COMPUTER SOFTWARE FOR
USE TO NAVIGATE AND SEARCH A GLOBAL
COMPUTER INFORMATION NETWORK, AS WELL
AS TO ORGANIZE AND SUMMARIZE THE INFOR-
MATION RETRIEVED; COMPUTER SOFTWARE
FOR USEIN WORD PROCESSING AND DATABASE
MANAGEMENT; WORD PROCESSING SOFTWARE
INCORPORATING TEXT, SPREADSHEETS, STILL
AND MOVING IMAGES, SOUNDS AND CLIP ART;
COMPUTER SOFTWARE FOR USE IN AUTHOR-
ING, DOWNLOADING, TRANSMITTING, RECEIV-
ING, EDITING, EXTRACTING, ENCODING,
DECODING, PLAYING, STORING AND ORGANIZ-
ING AUDIO, VIDEO, STILL IMAGES AND OTHER
DIGITAL DATA; COMPUTER SOFTWARE FOR
ANALYZING AND TROUBLESHOOTING OTHER
COMPUTER SOFTWARE; CHILDREN’S EDUCA.-
TIONAL SOFTWARE; COMPUTER GAME SOFT-
WARE; COMPUTER GRAPHICS SOFTWARE;
COMPUTER SEARCH ENGINE SOFTWARE; WEB
SITE DEVELOPMENT SOFTWARE; COMPUTER
PROGRAM WHICH PROVIDES REMOTE VIEW-
ING, REMOTE CONTROL, COMMUNICATIONS



AND SOFTWARE DISTRIBUTION WITHIN PERSO- FIRST USE 1-1-1977; IN COMMERCE 1-1-1977.
NAL COMPUTER SYSTEMS AND ACROSS COM-

PUTER NETWORK; COMPUTER PROGRAMS FOR OWNER OF U.S. REG. NOS. 1,078,312, 2,180,949
FILE MAINTENANCE AND DATA RECOVERY; AND OTHERS.

COMPUTER PERIPHERALS; INSTRUCTIONAL

MANUALS PACKAGED IN ASSOCIATION WITH SER. NO. 76-426,501, FILED 7-1-2002.

THE ABOVE , IN CLASS 9 (US. CLS. 21, 23, 26, 36

AND 38). JAMES A. RAUEN, EXAMINING ATTORNEY
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Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

United States Patent and Trademark Office

Reg. No. 2,034,964
Registered Feb, 4, 1997

TRADEMARK
PRINCIPAL REGISTER

APPLE

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON SW3 1LJ, ENGLAND

FOR: GRAMOPHONE RECORDS FEATUR-
ING MUSIC; PRE-RECORDED AUDIO TAPE
CASSETTES FEATURING MUSIC; AUDIO
COMPACT DISCS FEATURING MUSIC; PRE-
RECORDED VIDEO TAPE CASSETTES FEA-

TURING MUSIC; VIDEO LASER DISCS FEA-
TURING MUSIC, IN CLASS 9 (U.S. CLS. 21, 23,
26, 36 AND 38).
FIRST USE
8-0-1968.

8-0-1968; IN COMMERCE

SER. NO. 74-693,839, FILED 6-26-1995.

ZHALEH DELANEY, EXAMINING ATTOR-
NEY



Int. Cl.: 9

Prior U.S. Cls.: 21, 23, 26, 36 and 38
United States Patent and Trademark Office

Reg. No. 2,036,537
Registered Feb. 11, 1997

TRADEMARK
PRINCIPAL REGISTER

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON SW3 1LJ, ENGLAND

FOR: GRAMOPHONE RECORDS FEATUR-
ING MUSIC; PRE-RECORDED AUDIO COM-
PACT DISCS FEATURING MUSIC, IN CLASS 9
(U.S. CLS. 21, 23, 26, 36 AND 33).

FIRST USE 8-0-1968; IN COMMERCE
8-0-1968.

SER. NO. 74-693,838, FILED 6-26-1995.

ZHALEH DELANEY, EXAMINING ATTOR-
NEY



Int. Cl.: 9

Prior U.S. Cls.: 21, 23, 26, 36 and 38

Reg. No. 2,041,653
Registered Mar. 4, 1997

United States Patent and Trademark Office

TRADEMARK
PRINCIPAL REGISTER

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON, ENGLAND SW3 1LJ

FOR: GRAMOPHONE RECORDS FEATUR-
ING MUSIC; PRE-RECORDED AUDIO TAPE
CASSETTES FEATURING MUSIC; AUDIO
COMPACT DISCS FEATURING MUSIC; PRE-
RECORDED VIDEO TAPE CASSETTES FEA-
TURING MUSIC; VIDEO LASER DISCS FEA-

TURING MUSIC, IN CLASS 9 (U.S. CLS. 21, 23,
26, 36 AND 38).
FIRST USE
8-0-1968.
THE STIPPLING IN THE DRAWING IS
USED TO SHOW SHADING AND IS NOT A
FEATURE OF THE MARK.

8-0-1968; IN COMMERCE

SER. NO. 74-693,680, FILED 6-26-1995.

ZHALEH DELANEY, EXAMINING ATTOR-
NEY



Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

United States Patent and Trademark Office

Reg. No. 3,200,354
Registered Jan. 23, 2007

TRADEMARK
PRINCIPAL REGISTER

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON SW3 1LJ, UNITED KINGDOM

FOR: MUSICAL SOUND RECORDINGS; SOUND
RECORDINGS FEATURING ENTERTAINMENT,
MUSIC, MUSICIANS, DOCUMENTARIES, BIOGRA-
PHIES, INTERVIEWS, PERFORMANCES, REVIEWS,
HISTORICAL NARRATIVES, DRAMA AND FIC-
TION; MUSICAL VIDEO RECORDINGS; MUSICAL
CINEMATOGRAPHIC FILMS; VIDEO RECORDS
AND CINEMATOGRAPHIC FILMS FEATURING
ENTERTAINMENT, MUSIC, MUSICIANS, CARICA-
TURES, CARTOONS, ANIMATION, TELEVISION
PROGRAMS, DOCUMENTARIES, FILM EX-
CERPTS, BIOGRAPHIES, INTERVIEWS, PERFOR-
MANCES, REVIEWS, HISTORICAL NARRATIVES,
DRAMA AND FICTION; SOUND RECORDINGS,
VIDEO RECORDS, CINEMATOGRAPHIC FILMS,
NAMELY, TELEVISION PROGRAMS, MOTION PIC-
TURES, AUDIO VISUAL RECORDS AND AUDIO
VIDEO FILM FOOTAGE FOR TELEVISION AND
OTHER TRANSMISSION; AUDIO AND VISUAL
RECORDINGS FEATURING OR RELATING TO
MUSIC, ENTERTAINMENT AND FILMS; PRE-RE-

CORDED COMPACT DISCS, AUDIO TAPES, GRA-
MOPHONE RECORDS, VIDEO TAPES, VIDEO
DISCS, DVDS, CD-ROMS AND INTERACTIVE
COMPACT DISCS, ALL FEATURING OR RELAT-
ING TO MUSIC AND FILMS; DIGITALLY RECOR-
DED SOUND AND VIDEO RECORDS FEATURING
MUSIC, ENTERTAINMENT AND CINEMATO-
GRAPHIC FILMS; DOWNLOADABLE MUSICAL
SOUND AND VIDEO RECORDS; DOWNLOAD-
ABLE SOUND AND VIDEO RECORDS FEATURING
OR RELATING TO MUSIC, ENTERTAINMENT
AND FILMS, IN CLASS 9 (U.S. CLS. 21, 23, 26, 36
AND 38).

OWNER OF ERPN CMNTY TM OFC REG. NO.
207209, DATED 12-9-1998, EXPIRES 4-1-2016.

OWNER OF U.S. REG. NO. 2,036,537.

THE MARK CONSISTS OF AN ARTISTIC REN-
DERING OF A HALF APPLE.

SER. NO. 78-430,282, FILED 6-4-2004.

GINA HAYES, EXAMINING ATTORNEY



Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

United States Patent and Trademark Office

Reg. No. 3,221,275
Registered Mar. 27, 2007

TRADEMARK
PRINCIPAL REGISTER

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON SW3 1LJ, UNITED KINGDOM

FOR: MUSICAL SOUND RECORDINGS; SOUND
RECORDINGS FEATURING ENTERTAINMENT,
MUSIC, MUSICIANS, DOCUMENTARIES, BIOGRA-
PHIES, INTERVIEWS, PERFORMANCES, REVIEWS,
HISTORICAL NARRATIVES, DRAMA AND FIC-
TION; MUSICAL VIDEO RECORDINGS; MUSICAL
CINEMATOGRAPHIC FILMS; VIDEO RECORDS
AND CINEMATOGRAPHIC FILMS FEATURING
ENTERTAINMENT, MUSIC, MUSICIANS, CARICA-
TURES, CARTOONS, ANIMATION, TELEVISION
PROGRAMS, DOCUMENTARIES, FILM EX-
CERPTS, BIOGRAPHIES, INTERVIEWS, PERFOR-
MANCES, REVIEWS, HISTORICAL NARRATIVES,
DRAMA AND FICTION; SOUND RECORDINGS,
VIDEO RECORDS, CINEMATOGRAPHIC FILMS,
NAMELY, TELEVISION PROGRAMS, MOTION PIC-
TURES, AUDIO VISUAL RECORDS AND AUDIO
VIDEO FILM FOOTAGE FOR TELEVISION AND
OTHER TRANSMISSION; AUDIO AND VISUAL
RECORDINGS FEATURING OR RELATING TO
MUSIC, ENTERTAINMENT AND FILMS; PRE-RE-

CORDED COMPACT DISCS, AUDIO TAPES, GRA-
MOPHONE RECORDS, VIDEO TAPES, VIDEO
DISCS, DVDS, CD-ROMS AND INTERACTIVE
COMPACT DISCS, ALL FEATURING OR RELAT-
ING TO MUSIC AND FILMS; DIGITALLY RECOR-
DED SOUND AND VIDEO RECORDS FEATURING
MUSIC, ENTERTAINMENT AND CINEMATO-
GRAPHIC FILMS; DOWNLOADABLE MUSICAL
SOUND AND VIDEO RECORDS; DOWNLOAD-
ABLE SOUND AND VIDEO RECORDS FEATURING
OR RELATING TO MUSIC, ENTERTAINMENT
AND FILMS, IN CLASS 9 (U.S. CLS. 21, 23, 26, 36
AND 38).

OWNER OF ERPN CMNTY TM OFC REG. NO.
207274, DATED 10-5-1999, EXPIRES 4-1-2016.

OWNER OF U.S. REG. NO. 2,041,653.

THE MARK CONSISTS OF AN ARTISTIC REN-
DERING OF AN APPLE.

SER. NO. 78-430,266, FILED 6-4-2004.

GINA HAYES, EXAMINING ATTORNEY



Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

United States Patent and Trademark Office

Reg. No. 3,317,089
Registered Oct. 23, 2007

TRADEMARK
PRINCIPAL REGISTER

APPLE

APPLE CORPS LIMITED (UNITED KINGDOM
COMPANY)

27 OVINGTON SQUARE

LONDON SW3 1LJ, UNITED KINGDOM

FOR: MUSICAL SOUND RECORDS; SOUND RE-
CORDS FEATURING ENTERTAINMENT; SOUND
RECORDS FEATURING MUSIC, MUSICIANS,
DOCUMENTARIES, BIOGRAPHIES, INTERVIEWS,
PERFORMANCES, REVIEWS, DRAMA AND FIC-
TION; MUSICAL VIDEO RECORDS; VIDEO RE-
CORDS FEATURING ENTERTAINMENT; VIDEO
RECORDS FEATURING MUSIC, MUSICIANS, CAR-
ICATURES, CARTOONS, ANIMATION, DOCU-
MENTARIES, BIOGRAPHIES, INTERVIEWS,
PERFORMANCES, REVIEWS, DRAMA AND FIC-
TION; CINEMATOGRAPHIC FILMS; MUSICAL
SOUND RECORDINGS; MUSICAL VIDEO RE-
CORDINGS; AUDIO AND VISUAL RECORDINGS
FEATURING OR RELATING TO MUSIC, ENTER-
TAINMENT AND FILMS; PRE-RECORDED COM-
PACT DISCS, AUDIO TAPES, GRAMOPHONE
RECORDS, VIDEO TAPES, VIDEO DISCS, DVDS,

CD-ROMS AND INTERACTIVE COMPACT DISCS,
ALL FEATURING OR RELATING TO MUSIC AND
FILMS; DIGITALLY RECORDED SOUND AND
VIDEO RECORDS; DOWNLOADABLE MUSICAL
SOUND AND VIDEO RECORDS; DOWNLOAD-
ABLE SOUND AND VIDEO RECORDS FEATURING
OR RELATING TO MUSIC, ENTERTAINMENT
AND FILMS, IN CLASS 9 (U.S. CLS. 21, 23, 26, 36
AND 38).

THE MARK CONSISTS OF STANDARD CHAR-
ACTERS WITHOUT CLAIM TO ANY PARTICULAR
FONT, STYLE, SIZE, OR COLOR.

OWNER OF ERPN CMNTY TM OFC REG. NO.
00218990, DATED 11-16-2000, EXPIRES 4-1-2016.

OWNER OF U.S. REG. NO. 2,034,964.
SER. NO. 78-430,230, FILED 6-4-2004.

DARRYL SPRUILL, EXAMINING ATTORNEY
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USPTO Assignments on the Web

Assignments on the Web > |
A T Y

Trademark Assignment Details

Reel/ Frame: 3518/0288 Pages: 5
Received: 04/05/2007 Recorded: 04/05/2007
Conveyance: ASSIGNS THE ENTIRE INTEREST

Total properties: 4

; Serial #: 74693680 Filing Dt: 06/26/1995 Reg #: 2041653 Reg. Dt: 03/04/1997
Mark:

5 Serial #: 74893838 Filing Dt: 06/26/1995 Reg #: 2038537 Reg. Dt: 02/11/1997
Mark:

3 Serial #: 74693839 Filing Di: 06/26/1995 Reg #: 2034864 Reg. Dt: 02/04/1997
Mark: APPLE

4 Serial #: 78430282 Filing Dt: 06/04/2004 Reg #: 3200354 Reg. Dt: 01/23/2007
Mark:

Assignor

Exec Di: 02/02/2007
1 APPLE CORPS LIMITED Entity Type: COMPANY
Citizenship: UNITED KINGDOM

Assignee
APPLE ING.

1 1 INFINITE LOOP
CUPERTINO, CALIFORNIA 85014

Entity Type: CORPORATION
Citizenship: CALIFORNIA

Correspondence name and address
THOMAS R. LA PERLE
1 INFINITE LOOP
MS: 3TM
CUPERTINO, CA 95014

Search Resulls as of: 10/23/2007 03:15 PM
If you have any comments or questions concerning the data displayed, contact PRD / Assigniments at 571-272-3350. v.2.0.1
Web interface last modified: Aprii 20, 2007 v.2.0.1

S Y
HOME | INDEX! SEARCH | «BUSINESS | CONTACT US: PRIVACY STATEMENT

http://assignments.uspto.gov/assignments/q?db=tm&reel=3516&frame=028810/23/2007 3:16:44 PM
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USPTO Assignments on the Web

Assignments on the Web > |
A T Y

Trademark Assignment Details

Reel/ Frame: 3848/0043 Pages: 5
Received: 05/24/2007 Recorded: 05/24/2007
Conveyance: ASSIGNS THE ENTIRE INTEREST

Total properties: 1

~J
[3)]

Serial #: 78430268 Filing Dt: 06/04/2004 Reg #: 32212
Mark:

1 Reg. Dt: 03/27/2007

Assignor
Exec Dt: 05/22/2007
1 APPLE CORPS LIMITED Entity Type: COMPANY
Citizenship: UNITED KINGDOM

Assignee
APPLE INC.
1 1 INFINITE LOOP
CUPERTINO, CALIFORNIA 95014

Entity Type: CORPORATION
Citizenship: CALIFORNIA

Correspondence name and address
THOMAS R. LA PERLE
1 INFINITE LOOP
MS: 3TM
CUPERTINO, CA 95014

Search Results as of: 10/23/2007 03:16 PM
If you have any comments or questions concerning the data displayed, contact PRD / Assignments at §71-272-3350. v.2.0.1
Web irterface last modified: April 20, 2007 v.2.0.1
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USPTO Assignments on the Web

Assignments on the Web > |
A T Y

Trademark Assignment Abstract of Title

Total Assignments: 1
Serial #: 78436230 Filing Dt: 06/04/2004 Reg #: 3317088 Reg. Dt: 10/23/2007
Registrant: Apple Corps Limited
Mark: APPLE
Assignment: 1
Reel/ Frame: 3691/0084 Received: 01/07/2008 Recorded: 01/07/2008 Pages: 4

Conveyance: ASSIGNS THE ENTIRE INTEREST
Assignor: Exec Dt: 01/07/2008
APPLE CORPS LIMITED Entity Type: COMPANY
Citizenship: UNITED KINGDOM

Assignee: APPLE INC.

1 INFINITE LOOP

CUPERTINO, CALIFORNIA 95014
Correspondent: THOMAS R. LA PERLE

1 INFINITE LOOP

MS: 3TM

CUPERTINO, CA 85014

Entity Type: CORPORATION
Citizenship: CALIFORNIA

Search Resulls as of: 01/14/2008 07:54 PM
If you have any comments or questions concerning the data displayed, contact PRD / Assignments at 571-272-3350. v.2.0.1
Web interface last modified: Aprii 20, 2007 v.2.0.1
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